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DON'T FALL 
73,496 SQUARE 
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OF GETTING IT! 



Your product sales fall short 
of their rightful goals without 
KELO-LAND - the Sioux 
Falls- 103 County market that 
sprawls between the Minne- 
apolis and Otnaha markets, be- 
vond television reaeh of either 
of them. Ihit you can fill in this 
vital 73,496-square mile trading 
area - the KELO-LAND Com- 
mon Mnrket — with a single- 
station origination of your sales 
m ess a gc\ Yo u r com m er ci a 1 n 
KELO-tv Sioux Falls flows 
automatieallv, instantaneouslv 
through intereonneeted KDLO- 
tv and KPLO-tv to eover it all. 
Only KELO-LAND gives 
you this full product exposure 
throughout this great salcsland. 

Your commercial on KELO-LAND TV 
reaches 20% more homes than 
Omaha's highest rated station, 
12.8% more than Denver's. 65.6% 
more than Des Moines'. — AlWl 
Market Report, Av. Quart er-l lour 
Homes Readied 9 a.m. to MUlni^Jit, 
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New tv boom — public service that's local and sponsored 

M'o.NsoU prr^crits special, fart-packetl report on \\h> many national and 
rcfiional u(h ci ti'-ri> arc Uarkirif; lie.iv il\ (-onnnunit) -produced profiram- 

Carson's credo for commercial copy 

Jolinin ('ar'-on. wlio i> to take o\cr < *dcl>rated Tonight -how in Ot tol)er 
on \r>(! TV. '-a)*- t-onnncrrials -lioiild Ijc entlui'-ia>tir. hut (piiet and lionr-t 

Here's how Metrecal did it 

30 ^t<'i> ])c]iin(l MftrrcalV Mi(Cc<.>fnI reaMminjr to -cll it>clf via >olier 

t\ conniien ials, told In Mead j(ilin>on'- e\eouli\e v. p.. Robert "^e^-ions 

Admen now talk fm dollars, not just blue sky 

Xew adverti*-er intei est. expanded liudjiets — aided by data from PuNe, 
MP1-(^)\K '-tiidie'-; i>ronn'-e fall exritenieiit for medium used to ob-eurity 

Basketball builds an image 

1 low Illinois liell Telephone builds friendly imace iu the community 
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TvAR goes a-tilting in net tv's daytime lists 
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claims tbcre is an e\ cn bi<:j:er "da; time tilt* in the 'top 20' market;? 
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Advertising helped it happen 

By stimiilotinji: mass demand, advertising helped create a 
mass market for the refrij!:erator. As demand j^rew, more 
and more companies ^ot into the act. Result: new and bet- 
ter refrigerators were mass produced for more people by 
America's remarkable and competitive economic system. 
Is this worthwliile? Then, so is advertising worthwhile. 

Vepared by the Advertising Federation of America and the Ad\eriising Association of the West / Pubh'shed ihroush the courtesy of this puhlication. 
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KTVH is the public service station in Kansas . . . winning public service 
awards year after year, and adding more in 1962. By delivering more 
than 50 news programs a week, KTVH is a trusted friend ... a reliable 
source for Kansans interested in local, regional, and national events. 
To sell the $1,500,000 buying power of Kansas, buy KTVH delivering 
Wichita, Hutchinson, and all other important communities of Central 
Kansas. KTVH... CBS for Central Kansas. 
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Latest tv and 
radio developments of 
the week, briefed 
for busy readers 



SPONSOR-WEEK 



4 A's 15-MINUTE STANCE 

Official Position Taken On Protection; Its 6 Basic 
Industry Guide Termed are Reasonable, Conciliatory 



The four A's officially entered the 
continuing product protection de- 
bate with the annunciation last week 
of a set of basic guides by the asso- 
ciation's broadcast media commit- 
tee. 

Trade observers regard the com- 
mittee's statement as reasonable, 
even conciliatory. Some see in it 
*'an invitation to stations and agen- 
cies to "live and let live." Others 
detected a graceful reminder to cli- 
jents that in changing circumstances 
it might be wise to yield a little. 

The six key points of the recom- 
mendations are: 

• Fifteen minutes separation 
Ishould be maintained between com- 
[peting commercials. 

• Agencies must stipulate what 
iroducts are regarded as competi- 
:ive. 

• Networks should inform sta- 
ions quickly of changes in com- 
lercial schedules. 

• Stations should notify agencies 
immediately if intending conflict is 

;en between spot and network com- 
lercials. 

• Agencies should discourage cli- 
ents from seeking corporate protec- 
tion unless the name is prominent 
^n the commercials, 

• Agencies should restrain cli- 
ints from asking protection from 
>ther categories of products in or- 
ler to assist broadcasters to main- 

(Continued on page 8, col. 3) 



SPOT RADIO CLIMBS 



National spot ra<Ii<> ^rross 
time scales cliinht'd 2.1'^ <>\tT 
th(* first (luarter of 1961 to 
loarh S^;.316.()()n in the first 
tlirot* iiittiillis of 1962. at*r(»rtl- 
in»z to SUA figures prepannl l>y 
Pri(^(* Waterlioiise. 

Altlioufrh 1962's fii>t (|iiar- 
ter toppetl the 1961 fi^rure of 
S-43, 123.(K)(), it ua> not a^ high 
a> 1960? first (piarter — S47.- 
1 15,(KK). 

SU \*> preliiiiinar\ report > 
are that 1962 s >ecoiul (|uarter 
will shou even a stronger atl- 
vance o\er 19(>1 than the first 
tpuirttM'. with the i'ir>t six month:? 
as a wlioh* alM)ut (/ 1 ahead of 
last \ear. 



CBS HIT BY THIRD 
GOVERNMENT SUIT 

Washington, D. C. 

Within the last four months CBS 
has run afoul of the federal govern- 
ment on three counts. 

First in March the FCC issued an 
order for CBS TV to stand hearing on 
the network's compensation plan. 

(Last week CBS TV is reported to 
have filed an amendment to its 
compensation plan — now in abey- 
ance — to revise a rule which the FCC 
termed a violation, which, it is un- 
(Continued on page 8, col. 1) 



Schick's $4 mil. push 

Schick will be spending an esti- 
mated $4 million during the second 
half of 1962 on behalf of its shaver, 
portable hair dryer, and electric shoe 
polisher. 

It has bought nighttime participa- 
tions on ABC TV and NBC TV plus 
relief alternate half hours on the 
Ed Sullivan show on CBS TV. In 
addition there'll be spot tv sched- 
ules in major markets across the 
country. 



APRIL NET TV UP 
11% TO $63 MIL 

Network tv gross time billings rose 
10.6% in April of 1962 over a year 
ago, reaching $63.3 million TvB re- 
ported last week. 

For the first four months of 1962 
network billings were $257.9 million, 
up 11.3% over 1961. ABC TV was up 
6.7% to $67.4 million, CBS TV was 
up 14.6% to $99.0 million, and NBC 
TV was up 11.4% to $91.5 million. 

Daytime rose 14.4% and nighttime 
was up 10.0% for the first four 
months. 



$2.5 MIL FOR 1962-63 
BOOKED BY NBC-TV 

NBC TV wrote an estimated $2.5 
million in 1962-63 business last week, 
most of it in daytime quarter-hours. 

Daytime buyers included Campbell 
Soup (NL&B). Lestoil (Sackel-Jack- 
son). Sterling Drug (DFS), Sawyer's 
(Richard G. Montgomery), and Arm- 
strong Cork (BBDO). 

Haloid (PK&L) bought nighttime 
half-hours in Chet Huntley Report. 
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CBS TV TO DROP 
WGAL AFFILIATE 

CBS TV has made some further al- 
terations in its coverage of Western 
Pennsylvania. Last week the network 
notified agencies that it would term- 
inate the affiliation of WGAL-TV, Lan- 
caster, effective 31 December. 

In May the network had acquired 
two new affiliates, WLYH-TV, Leba- 
non, and WSBA-TV, York, announc- 
ing a combined rate for the two new 
stations plus WHP-TV, Harris burg. 
(See SPONSOR-WEEK, 28 May, p. 7.) 

21 Stations in line-up 
for WBC's Steve Allen 

WBC's Steve Allen Show started 
a week ago with 16 subscribing sta- 
tions in addition to the five WBC 
outlets, for a total of 21. 

Except for Chicago, Detroit, and 
Philadelphia — markets in which 
WBC is trying to find a station to 
pick up the syndicated show — it has 
coverage of most large cities. 

Besides the five WBC stations, 
outlets which carry Steve Allen 
nightly are: WPIX, New York; KTLA, 
Los Angeles; WTOP-TV, Washington: 
KTVI, St. Louis; KMBC-TV, Kansas 
City, WCCO-TV, Minneapolis? WLW- 
(Continued on page 52, col. 1) 

CBS's SUITS 

(Continued from page 7, col. 2) 

derstood, precluded other networks 
and suppliers from providing service 
to affiliates.) 

Then in April the Department of 
Justice filed an anti-trust suit argu- 
ing that CBS TV's new compensation 
plan was illegal. 

Finally last week the FCC filed 
monopoly charges against CBS's sub- 
sidiaries in the phonograph record 
field, Columbia Records and the 
Columbia Record Club. 

The charges; illegal supression of 
competition, and deceptive pricing 
and savings claims. It is estimated 
that the CBS record Club has half 
of all club sales. 



Nets urge debates 
pending 315 hearings 

If tlio rdiictanc-0 of station^ 
to get ciime.^luMl in section 31o 
e*| u a I tiuK^ roinniitinc^nts 
(looMi t ^(jiH^lcli [joliliral imita- 
tion> to (lel>ale on l\. tlie equal 
n^luctanre of tlu* principal 
ean(li<lale> \< often the stunrl>- 
Ving: l)lock. 

Ho\\e\er. tlu* CBS radio and 
t\ o^o'> in California ar** go- 
ing out on a litul) and ofTerlng 
time to Co\ ernor l^i ow n and 
lii? rival, ex-vice resident \ix- 
on, **ven though etpial titne on 
two iv stations and one radio 
station will have to he gi\en to 
minor parties. 

Meanwliile. \BC's [)avid 
SarnofT has sent out a statement 
to afTrliate^i urging them t** give 
tlnu* for dehai** in local **h*c- 
tions where the nuniher of can- 
didali's is nianageahle. 

There .s one j)ossil)ilil\ that 
could clear iij) the situation: 
hearings on po^sihle alt(*rati(ni^ 
in >e('ti«ni 313 ^lart this month. 

Theie arc* >1\ ]>ropo>al.^ to be 
f on>id**re<l h\ the Connuunica- 
tloris Snhconnuittee of the Sen- 
ate (Commerce Connnitt**c and 
un\ of tluMu could unti(* hroud- 
caster^* hands n^garding "*n]ual 
time." 



MINOW ASKS SET MAKERS 
FOR IDEAS ON UHF LAW 

Washington, D, C: 

FCC Chairman Newton Minow has 
asked the tv set manufacturers for 
their recommendations on the tech- 
nique and timing requirements of all- 
channel legislation recently passed 
by Congress. The request was made 
last week through the EIA. 

The FCC especially wanted indus- 
try views on a cut-oft date for sets in- 
capable for receiving UHF being 
shipped in interstate commerce (or 
imported) and performance specifica- 
tions on adequate reception of UHF. 



FOOD UP IN NET, 
SPOT TV IN 1962 

Food advertisers spent $51.9 mil- 
lion in tv spot and $34.9 million in 
network tv in the first quarter of 
1962. The gross time charges and 
billings were up 9.4% in spot and 
7.9% in network over 1961, according 
to TvB figures released last week. 

Only food products and stores are 
included in the tally, but no non-food 
products sold in food stores. 

The first quarter showed the same 
steady growth in food spending as 
last year, when the industry invested 
$302.2 million in spot and network 
tv, an increase 9.1% over 1960. 

Leading advertisers spent $56.9 
million in tv in the first quarter of 
1962, up 10.1% over last year. In 
1961 the leaders in the food classifi- 
cation placed 57.8% of their meas- 
ured media expenditures in tv, com- 
pared with 54.5% in 1960. 



Alan Courtney named 
CBS TV programs v.p. 

Alan D. Courtney has been named 
v.p., network programs, for CBS TV 
it was announced last week by Hub- 
bell Robinson, senior v.p. programs. 

He succeeds Lawrence White, who 
has resigned effective 1 August. 

Courtney was with MCA for the 
past 18 months and was previously 
an NBC TV programing v.p., at which 
network he had been for 15 years. 



4 A*s Protection Stance 

(Continued from page 7, col. 1) 

tain product protection. ^| 
The four A's committee feels that 
without protection, commercial ef- 
fectiveness will be vitiated. Unlike, 
print, the tv viewer cannot turn bacl< 
to compare commercials. J 
It was stated that where protec , 
tion has been stipulated and a con 
flict is then found, stations may ex 
pect agencies to ask for make 
goods. ,j 
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to rial to the hfiii I of the |n uMnti 
in a ftnlliri*ilit iiuimimt . . . 

IIKKHKKTC. CODI KK^. JK. 

Director // ilLshoroufi/t (.aitiity 
Ivialion Authority 



" I npprrrialr ihr iiilelli^M-irl aiul 
fornietl \ it'w \\lii<'lr \on <•\])r<'s^('<l . 

w iijj \M w. \\\\:> 

ridiinirig Director 
Manatee Comity 



III 



. . I couM not lu^lp but iiotM-*' tin* 
^t)UlMlnes'^ of th<' i<lt*a- prcsniU'*! . . . ' 

Taniiui City Attorney 

'*! \\i>li to iM\ iippM'ciation aiiil 

coiniiifiid \oii aiul \oui >la(T for ibt 
fine editorials . . 

lU SSKLLM.O. J\COIW:\ 
rianniiifx and /.onin*^ Director 
Pinellas County 



\er\ <dearly ^lale^ the faf'l> ami i- 
etMlaiiiK in tlie interest of the ta\pa\ er>>/ 

KLLSW'OKTII C. MMM(1X> 

Chairman Uillsborouiili County 
Hoard of Commissioners 



* FditorializiiifJC daily since October 20^ 795/?, 
to stimulate tlioug:litjul community action. 
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THE WKY TELEVISION SYSTEM, INC. 
WKY-TV & Radio. OkUhoma Ciry 
Represenred by the K«rz Agency 



THE STATION ON THE MOVE! 
IN THE MARKET ON THE MOVE! 
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NEW CBS TV DAYTIME 
DISCOUNT STRUCTURE 

CBS TV last week notified agen 
cies and clients that it was dropping 
continuity and contiguity in favor of 
a strict annual frequency discount 
structure for quarter hours during 
certain daytime periods. 

The change, effective 1 January 
1963, affects noon to 5 p.m. on week- 
days and 10 a.m. to 1 p.m. Saturdays, 
all CNYT, 

In effect, the change will make it 
easier for smaller users to qualify 
for heavier discounts. It was not ex- 
pected that the new rate structure 
would affect major daytime users 
such as P&G and General Foods. 

The move has given rise to specu- 
lation that CBS was on the road to 
selling minutes in all daytime shows 
expect its soap operas, but this has 
been officially denied. 

The new CBS rate plan, sent out 
in senior v. p. William Hylan's memo 
of 28 June, eliminates the one time 
rate of 40% of class "C," The rate 
starts for quarter-hours scaled at 
30% of the *'C" one- hour rate for 
users of 51 or less within 52 weeks. 
The maximum discount is for users 



of 260 or more quarter-hours a year, 
scaled to 18.75% of the "C" hour. 

Trade reaction is that the new 
CBS plan will make it much easier 
for small and medium sized adver- 
tisers to get the maximum daytime 
quarter hour rate. 

CBS already has a morning minute 
plan, but is keeping weekday after- 
noons and Saturday morning sales 
at quarter hours. 

The CBS move is seen as another 
step towards the elimination of day- 
time continuity and contiguity plans. 
ABC has no such provisions and 
NBC has only a fortnightly scheme. 

The CBS rate will be incorporated 
into rate card no. 16, soon to be 
published, along with nighttime 
changes which start in September. 

CBS spokesmen expect a problem 
of converting each account to the 
new plan, but believe it will be sim- 
ple to administer afterwards. 

The CBS scale, in terms of num- 
ber of quarter-hours per 52 weeks 
and percentages of the one-hour 
*'C" rate, is as follows: up to 51, 
30%; 52 to 77, 28%; 78 to 103, 24%; 
104 to 259, 20%; and 260 or more, 
18.75%. 

(For new discount structure see 
chart below.) 



GOLDBERG TO NAB AS 
RESEARCH DIRECTOR 

The NAB has embarked on a long 
range program of audience studies 
of radio and tv and has hired Mel 
Goldberg to be the head of a new 
research unit. 

Effective 1 August, Goldberg joins 




NAB as direc- 
tor of research 
(his exact title 
may be direc- 
tor of research 
and training) 
with the rank 
of v.p. or its 
equivalent. 



Mel Goldberg Goldberg is 
currently a member of NAB commit- 
tees concerned with research and 
is director of research for WBC, 

NAB's heightened interest in gen- 
eral research in broadcast audiences 
comes just at the time CBS an- 
nounced it is about to publish a 
study of public attitudes on tv. 

The NAB program will include 
studies of the effects of radio and 
tv on audiences, and the sociologi- 
cal implications of radio and tv on 
knowledge, attitudes, values, taste, 
behavior, and motivation, Goldberg 
told SPONSOR-WEEK. 

As one example of what the NAB 
program would cover, Goldberg 
noted that radio is the constant 
companion of millions of people, 
yet the effects of this close relation- 
ship are virtually unknown. 

Goldberg has been connected with 
a WBC study of news media, being 
conducted by Northwestern Univer- 
sity. The results are to be turned 
over to the NAB, 

Goldberg stated he suspected the 
study would show that except for a 
few cities with outstanding news- 
papers, most Americans get about 
as much news from their newspa- 
pers as from a five-minute radio 
newscast. * 

He has been director of research 
for WBC since 1956. 



NEW CBS TV DAYTIME QTR. HOUR DISCOUNT 

ll(MoV iIk* n<*\v (]|]S '\ \ (hn trine <in)ss nctwoik vi\Vi\ rat(\ (^liniiruit- 
iii^ <'on!inuit\ and coiitijiuih and making discouiil^ a fuiu lion of .^2- 
\\<'<'k fi<'(| iKMicx . riu* rale is ('(T^'Ctixo 1 Jaiiiiarj 19(t,'^. 

I iiiH^s <'()\<m(mI arc noon !o .5:00 p.m, <luring urrk ami 10:00 a.m. 
U) 1:00 p.m. Sahirda}. cnrKMil ^ ork Uww. 

Tlic (>nr-!*nn<' rat(* \> nou (diininal(*d, Indow at l<'ft arc numlnM' (»f 
(|iiart('r-lioins williin .52-\\(*('k conhacl xcar. ("enter o*»himn <j;i\(*s new 
rale i\> |)err*enlaii<* of ela^^ \ ' <UM*-hour rat<' per <|iiart<*rdi()in and 
eiJiimn nt ri<:hl e\|>reh>es new rate as a ]>ere<"rilaire of ela^^s "(T one- 
lioui ial(* per <pKirter -hour. 

Number % of "A" Hour % of "C" Hour 
or l<»ss 1.") ,H0 
32 i<> 77 14 iiJ 
IW i<» !();{ 12 24 
101 lo 2r>9 10 20 
260 or i))ur<* *).37,') 1 o.7,'> 
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FOR EXTRA COPIES OF 
THE 40-YEAR ALBUM 



Hard cover edition $5 per copy; 

Soft cover edition $1 per copy * 
Your order will be promptly handled 

while the supply lasts. Your name 
in gold on the hard cover edition, 
$1 additional. Write SPONSOR, 
555 Fifth Ave., New York 17. 



*5o// cover edition free with an $8 subscription to sponsor. 
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Each a slugger in its market! ... Different' 
more sales for your advertising dollani 
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. Individual! . . .The one objective . . . 
\po7^tant Stations in Important Markets 
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PORTLAND 
OREGON... 

IT'S 

EYE-CATCHING 

A business man doesn't usually 
come home and just flip on any 
old TV channel. He's selective. In 
Portland, and 34 surrounding Ore- 
gon and Washington counties, 
KOIN-TV is the station he selects. 
KOIN-TV gives him the most for 
his viewing time . . . gives you the 
most viewers for your time. 
Nielsen has the number. 
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by Joe Csida 









British report attacks tv 

One of the more interesting periods of eaeli 
of the la^t tuo vears for me liai> been the visit 
to the United States of a gentleman named Sir 
Joseph Lockwood. who ih the chairman of the 
hoard of Electric & Musical Industries Ltd.. 
uhich o\\us the majority stock in Capitol Rec- 
ords and similar record manufacturers through- 
out the u'orld. EMI also manufactures television 
transmitters. (*olor television cameras, and eountless other electronic 
items directly related to. and to a large degree going beyond, the 
broadcasting bu^iness. The eompanv also is a vast manufaeturer of 
appliances, a leading maker of hearing aids and is involved in more 
businesses than the space of this column permits. 

^ ou \vould expect that the head man of an organization of this 
kind \\ould have to be extremely kno\\ied":eal)le in manv areas, and 
Sir Joseph certainly is. Vou u ouldn't nece<>sarily expect that he 
uould also he most charming and relaxed company, but he is. 

The last time he was in. the British Broadcasting Corp. had just 
shaken up a nund)er of British advertisers and agencies by doing a 
'^e^ies of shows dealing uith \anous consumer products and adver- 
tisers' claims for same. Under the general title ''Choice" the BBC 
presented products such as transistor radios, fire lighters, toasters 
and other \videly use<l consumer items. The half -hour show declared 
some of the items dangerous, some unstable, some poor buys and a 
few ''best buys." The programs were based on tests conducted by 
the Consumers Assn. and the Consumers Advisory Board of the 
British Standards Institution. 

Shake-up over acl claims 

As of the time Sir Joseph bad left London there were no definite 
indications that particularly >erious damage had been done any of 
the manufacturers whose products were down-graded, but since the 
shows \\'erc estimated to have been seen by approximately five mil* 
lion viewers it certainly could not have been too helpful to the 
l>ro<lucts \\hich were denounced. 

1 recalled all this and the general problems of Uie eonunereial 
television business and agencies and advertisers in England the 
other day when a sjxvial connnittee of laymen in London, headed by 
a glass niarnifacturer named Sir Harry Pilkington. issued a report to 
the government on the television and radio business. I recalled Sir 
Jo^epb telling nie that the Pilkington Committee had been working 
(»n {\u> leport for uell over a \ear and British broadcasters and 
advertisers \\ere eagerly nuaiting it. 

The Report \vas consitlerably rougher on connnen^ial television in 
Britain than FCC Chairman Ne\vton Mino\\*'s *'vast \vastcland" 

(Please turn to page 63) 
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T. v. spot editor 

Spftfisored by one of the leading fiim producers in television 



'VUv fat't that t>t.*\'rru) Antdlito <'<iiniii4'r<*ials wun )iii*li4<-rit awanls at the Ne>« ^ urk Art 
DircctorA f'.InU and tlie 1962 Ainrriean TelrviRion Coiiimprrials Festi\al, \* a rrc«Iit t«> 
tlic agem*y aii<l ilio ^|><nl^t>r. \\ e are jir<>ii<l to ha\ e hvvn aet»<x*iatc(i hJiIi tlit* pro<liirtiun <if 
thcH'e (»|iots liccaiise lliry arc not only pri/c Hinniit^, l>nt Iiard ^<•IliIlJ;. 

rrmlnec*! I.ySAKUA fnr M'TOLl I K MOTOKCHMT DIVISION OFTHI': KOIU) 
MOTOU COMrANV tlirongli BA'lTKN, BARTON*. Ul USTiNK OSBOKN\ INC. 



York; 2t>t> Kovl .>6lh Sirrrt ( hiropoi 16 Kasi Omariti Slrct-l 





\>*ar«U'fI "Bost'* til it-* fioUI at tlie 1962 A nu* riran *r<*lf\i->ion (Muiinirrrials I'fstivul, tin-* 
\int*ri<*an Dairy Vsssn. euiiiniereial is one (if a t.«*rifs, in color, for tlip Dinali Shore SIioh. 
'I'lir^e coniiiiereiaU not only sell ilie prodijet, I>nt pr<i\e tlial eye ta»liti^ <*an lie niontli 



>*aterinj». 



Prntlueeil hy SAKHA for the AMKKICAN D \ 1 lO' \SSN. lliroiijili C \ Ml* B KM .• 
Mi l ni N, INC. 



Nt*t« ^ 4irk: 206 Ka^l .'61)] '^iri'i*! t liinmtt; tti l'*.a-l ttnlario '^Irci-I 



*"rare)ton'* ^'ot it! KIa\or \<iii iie\**r l)ion<:)it )oii*<l jjet from any filter eij;arette." ^ay^ 
the jingle in tlii-^ sfries of <*oninierriaU for Dual Filter Tareyton Ci*;arettes. Sltnation 
>reneri, |>liotogra|ilied on Im'ation, t<lrr*i^ the enjoyment aii<I navf)r, and ^tlop-inotion of 
the dual filter eonstrnrti<in (ellii nhy. 

Produeeti by SAUHA for Til IC AMEKICAN TOBACCO CO. thron-jli LA>\RI-:NCK 

c. (;umbinni:k advkktislng a(;kncv, inc. 



Nrw ^ ork: 20t) Ka-t o6lh Slrt-t-l ChiesKo: 16 Ka-I t tiiiarto SirrH 




4> 



II §3 




Vonll Iia\e troiihltr trjinp to tell "nhirh one t*> 21 jears ol<ler" as mother and danghter 
have learned that I*o8t (^rape-Nulb helps tliein (u keep Hlitn an<I trim. A stop>motion 
tape mea^^nre helps emphasi/.e the Jingle {>oint of "kerp trim and f^Iiin nith (rrape*Nu(s 
from Post." 

Produeed I>y SAHKA for POST DIVISION. CKNKH AI> F(K)DS COai*OKATlON 
thronsh BKNTON & HOWLKS, INC. 



.Vrw York: 2O0 flmnl 36lh Mrrrl ChioKo: 16 Kasi OnUrio Sirerl 



New York: 200 Easi 56lh Slrt-ei Chicago: 16 Ea^t Onlario Sireel 
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Responsibility in Broadcasting I 



THE CORINTHIAN STATIONS 
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THE 1962 WINNERS* of Corin- 
thian's first Summer Scholar- 
ships are now in training. 
Three have been selected 
from the outstanding appli- 
cants attending universities 
and colleges which are mem- 
bers of the Association for 
Professional Broadcasting Ed- 
ucation, 64 institutions offer- 
ing courses in broadcasting. 

These winners are under- 
going an intensive, six-week, 
on-the-job training program 
that embraces nontechnical 
phases of broadcasting. 

Corinthian's objective is to 
Iprovide a well-rounded, stim- 
ulating exposure to commer- 
cial television for students 
linterested in the medium. It 
is hoped that their experience 
at Corinthian Stations will 
assist their development into 
Career professionals who will 
be a credit to broadcasting. 



I'Thomas Clark Oowden. University of Geor- 
;ia; Donald R. Pukala, University of Illinois; 
jioel S. Stein, San Diego State College. 



KHOU-TV (©pKOTV 
S^KXTV ^WANE-TV 

Sacramento fori Woyne 

©WISH-TV 
tndionopofii 

Represented by H-R 





The till thot rclls the tolc 



'TIS THE TILL 
THAT TELLS THE TALE 

OF AOVeRTtSINO EmCTIVCNeSS 



The iwMvnt t-t tr\iih nimn ^l ill tdtcrtii^n *t I'l* rt»h rrfiuti 
M«kr no mtiiiki tbiM n mlw^'wi ( lu 6™ict« itn« t>-f t^n n'ljrkrt Imm 
ynut nlfiLT in Nc« \-jri, f 'SKt^' *ii I 'uiit \1 innr»;*.>l i uKtk lit 
,nii. ynu bHt^lil * * I truit tnt t«-iF t .c^I • pr.hiii titrt in txriiF*! 

Id vltinj; inttrutiG .lU. vit'i lu uVv^t t pir^ <tifi» m frt- 
fin^ rttuiti Hi I 11 Vnt u *\si itm utt iii <iVi tut unit i,l ttl 

|Kt hull htiuiw^ pl^cti in (hit mml^rt' l>i kiHt k i<a itin h*. Iircn iiw* 
urKc thf iii<tfi4inn oi (he Utrmn'" 

fun ill (tx tiirrvjli irwJ ihr tin 'i inns ii ■ ■ r 

1 M the nil ttui trltt (he t> I. tnd >t U' k fH) lie runcnnM) it • 
i-«if (ill >n<< iHU ■(•ni' i.tr 



A»k i*«f kiHjl irprvvttuiitr <>i (fpi^rr r p.+>«r( iti rrltiitt tn nil; 
^Vwt fill. odivtAtlh Lrvin^, fflrtluT frloi^t'ii «krt^n 



KRNT-TV 

DE5 MOINES 

W'c vo been getting some eredit we 
don't deserve, and we hasten to set 
tlie record straight. 

Althongh I lia\e handled all na- 
tional advertising for KK\T and 
KHNT-TV for 11 \er\ pleasant years, 
people ha\e gi\en me eredit for writ- 
ing all of the ads, I have written 
many of the ads. hnt the last two 
( which have eaused so nineh eom- 
ment), have heen entirely written 
hy Boh Dillon, viee-president of 
Cowles Alagazine> and Hroadeas-ting. 
Inc. 

Rob's current ad i>hown above) 
prompted this eonnnent in the I June 
issue of Advertising A^c: 

'Tor an ill iterative \ersion of 
the eash-register story on advertis* 
ing results, voil ean't heat KRXT- 
TVs '"Tis'the till lhat tells the 
tale.'' 

Tm proud of mv long a-^soeiation 
with Rob Dillon " and the KRNT 
folks, and it nmst be more than co- 
ineidenee that KHXT's business eou- 
tinues to inerease as its own trade- 
paper advertising bndget inereases, 

Edward I^aGrave, Jr. 

LaGravc Adverfi^ina; 

Des Moines 



sponsor's 40-ycor rodio olbum 

It is a tribnte to tin* eirenlation and 
loyal readership of \onr magazine 
to reeeive as- man\ phone eall> as 1 
luue regarding the \\ LW group pho* 
tograph appearing on what slionld 
he page 79 in \our 'MO-^'ear Album 
of Pioneer Radio Stations." In for- 
tunately, the man identified as me 
happens to be W'ally Maher, a fine 
yoimg actor now deeeased. 

For the beiK^it of any res<\areh 
fanaties. it is a pieture of the Crosley 
Players the first radio stoek eom- 
pan\ to be formed. 

As a veteran in tlii^ bnsiness I 
found the issue wonderfully nostalgic 
and most interesting. 

lulwiird A. Rvron 
special program sales 
Xafional H ram! cast in f^, Co. 
i\nv York 

llie 10th anni\er>ary i>sne of spo.n- 
SOK is >omething to behold. 

Ml of us at the Ralaban stations 
were indet^l thrilled willi the beaut v 
and complet(*ness of llu* 10-year >torv 
of radio. 

David R. Klemm 
dir. of promotion 

jnL 

Sf. Louis 

Vexing ond confusing problem 
Congratulations on your outstanding 
artiele about ''I'xpial Tini(^"' in yonr 
23 June i>sne. 

As one of the fir>t stalions to edi- 
torialize actively, we at W .MCA have 
long been coueerned with the provi- 
sions of Seetion ?y\^ and with the 
Fairness Doetrine. 

Your artiele handles this vexing 
and confusing problem adroitU and 
"^lioidd become standard reading for 
eountless broad caster>. Ymi have 
done the indn-^trv a servlee by your 
straight-forward explanation. 

Michael Laurenee 
dir, of p.r. JVMCA 
AV(e York- 
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COBRE 

DISTRIBUTORS 

Specializing in the sale and services of I 

American television programing in all 1 

European countries. 1 

For Professional, Personal and Profitable Contacts With I 

All West European Television Management, Write To: I 

Arthur Breider • Corso Europa 22 • Milan, Italy I 

f 
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Interpretation and commentary 
on most significant tv/radio 
and marketing news of the week 

SPONSOR-SCOPE 



It looks iis though this is the year for the old groiiiitlriiles and Iraditions of the 
air media hiisiiiess lo undergo one challenge after another or face the strain of 
change. 

Coining on the heels of the product protection faridarrgo between Westinghouse and 
Bates et al: growing and insistent pressure on the part of agencies for tv stations lo let down 
the bars on the 30-(lay stricture and confirm forthwith schedules offered for fall. 

From gliiiinieringg picked up on both Madison and Michigan A\'enues, iiiiite a niim- 
I)er of stations in important markets have already tossetl t)iit the window that 30- 
day limit on confirmations and are accepting orders so long as the starting dale isn't 
too far into the fall. 

Where the yielding to the pressure is most pronounced is in the area of prime 20's. 
These stations figure that the inventory of 20^8 is now of sncli hulk (what with their 
doubling this season by the 40-second stationbrcak) as to make it expedient to take the 
husiness as it eomes. 

However, there is inueh hesitancy about confirming fringe late minutes. The de- 
mand here shows no signs of abating and the stations that are confirming the 20's seem dis- 
posed to hold out against the same procedure for such spots. 

What perhaps triggered the confirmation breakthrough was the fact that hordes of sta- 
tions this spring waived the 30-day rule for toy accounts and squared them away for 
the Christmas promotion season. 

Two New^ York examples where the 30-day thing has been thumbed out: DuPont's Zeronc 
(BBDO)» which starts in Septeinher for six weeks, and Fleischmann^s Margarine (Bates), 
which is good for eight weeks, starting 24 August. 



The Chicago agency wliieli can Ijc ex peeled to move fa-^t to exploit tliis I)rcaclK 
j>articiilarly in prime time, is Burnett. 

Among the agency's spot tv brood given to cavorting in that time precinct are Schlitz, 
P&G, Green Giant, Star Kist Tuna, Campbell Soup, and now and then. Brown Shoe. 

As Chicago reps see it, buyers of short fliglits may 1h* in for a jolt if tliey expect, 
come a month hence, to find the availability pickings tlie same as last season. 

These reps also pose this question: now^ that spot tv is largely of the flight and short- 
push sort and network tv is so much in-and-out spot carrier and scatter plan, will it not 
follow that the 30-day coiifirniation practice, like prodnct protection, Iia?* become not 
only an impediment but hard to maintain? 

Rumblings of an alleged change in Y&R*s tiniebuying system have reached reps 
and some of them have high hopes that the reorganization will work out to the tv 
medium's benefit in this respect: a more viable seller-buyer relationship. 

It isn't that the reps haven't a great liking and respect for Y&R's people and way of do- 
ing business. 

But thev do think that the system has tende<l to become too assemblv-linish, cut- 
and-dried in procedure and frigid in the matter of commnnication. 

The basic point they make: an agency has every right to its decision on a buy, but it 
does no harm if the seller once in a while can find out what he might compete 
against. Added to this is the reminder: in this business, after all, one hand washes the other. 

Background note: Y&R's media department is now witiioiit a chief as sucli, oper- 
ating under the supervision of William J. Colihaii, Jr., a member of management. 
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SPONSOR-SCOPE continue 



The tv reps offices in Detroit report that they see Dodge in their fall future. 

The account's handled out of BBDO. 

This tip has had the effect of buoying up rep hopes that another member of the 
Chrysler family, Plymouth, will supplement its minute participation buy on NBC 
TV for the fall with spot tv schedules. 

Yoii may not have noticed it, hut the bigger markets with less than three tv 
stations will have dwindled down to about three by the end of this year. 

Third stations are due to go on in Syracuse, Rochester, Tampa and Grand Rapids, 
leaving such as Jacksonville, Birmingham and Providence with but two stations among 
the upper ranking markets. 



Now that the nighttime network tv selling season for the fall is over except 
for odds and ends, it^s convenient to do a recap on the various types of nighttime 
sponsorship — single, alternate week and minute participation — that vdll prevail 
for the fourth quarter. 

As a preface, it should be noted that only 18 program scries will have a single cor- 
porate sponsor, as compared to 19 in the fall of 1961. 

Odd as it may strike some in the trade, the ratio of spot carriers in terms of hours 
will be 6% less than last fall, and 5% less in terms of number of programs. 

Here's a breakdown of the fall sponsorship types, first by number of shows and 
secondly by hours entailed : 



NETWORK 

ABC TV 
CBS TV 
NBC TV 

Total Programs 

NETWORK 

ABC TV 
CBS TV 
NBC TV 
Total Honrs 



SINGLE 
6 (19%) 

6(17%) 
6 (21%) ' 
18 (19%) 

SINGLE 

31/2 (14%) 
31/2 (14%) 
(18%) 
llii(15%) 



ALTERNATE WEEK 
7 (22%) 

19 (53%) 
9 (32%) 
35 (36%) 

ALTERNATE WEEK 
5 (20%) 

121/2 (50%) 
OYz (26%) 
21 (32%) 



PARTICIPATIONS TOTAL PROGR-\MS 



19 (59%) 
11 (30%) 

13 f477r> 
43 (45%) 

PARTICIPATIONS 

I6V2 (66%) 
9 (36%) 

14 (56%) 
39V2 (53%) 



32 
36 
28 
96 

TOTAL HOURS 

25 
25 
25 
75 



DuPont'*s antifreezes (BBDO) aren't letting Prestone (Esty) get in first this 
time with requests for fall radio availahilitics. 

BBDO's obvious objective: getting a better olioioc of spots. Never before has the 
agency started buying for the antifreezes at the beginning of July. 

The campaign starts 1 September in tbe initial I>atoli of some 100 markets. 



ABC TV is bent on recouping some of tbe sports hillings it lost M'licn CBS TX 
outbid it for the rights to the NCCA football games. 

The latest gesture: scheduling a golf match series (best ball) and a boiling pro- 
gram along with the Wide World of Sports Saturday afternoon, staring 4 January. 

The sequence is being promoted as Sports Triple Headers, with the events and their 
expected weekly billings as follows; 

TIME EVENT TOTAL PACKAGE 

2:30-3:30 Arnold Palmer, Gary Player vs< two opponents $135,000 
3:30-4:30 Professional Bowler Tour 135,000 

4:30-6:30 Wide World of Sports* 175,000 

Note: the golf and bowling series will run 13 weeks and sell for 513,000 a minute. 
* Participants include Gillette, Lorillard, Lilicrty Mutual, Bristol-Myers. 
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SPONSOR-SCOPE continued 



Call it a niilleiiiiini, if yon will, but come October all three networks will be 
selling niinntcs in their daytime schedule. 

On ABC TV it's all over the lot, at CBS TV the entire morning span and with 
NBC TV the Merv Griffin one-hour strip. 

As interpreted by one seller, this business of being able to get minutes on three networks 
could spell the end of the advantage of the fourdirand discount on CBS TV and 
i\BC IT. 

To benefit from the four-brand rate an advertiser has had to stick virtually to a single 
network, but with all networks selling minutes be eau spread his budget among these 
niinntcs patches* on the various networks and eoiiie out witb a fourdiraiid rate. 

ABC TV appears to be making good headway in disposing of its Saturday 
morning schedule for the fall. 

Rate of sale: Make a Face, half sold; Top Cat, five-sixths sold; FJugs Bunny, 100% 
sold, and the Worbl of Alakazam, 100% sold. 



You may hear some plauits abing Madison Avenue about network tv football 
being headed toward pricing itself out of the market, but nevertheless there'll be 
more sponsor money put into that sport this fall than for any other season. 

CBS TV has yet to dispose of a quarter of its NCAA games and there are other hunks 
and bits of football still on the shelf. 

However, the indications are that there are prospects on tbe sidelines waiting to 
pick up these pieces at the moment when they think the networks will l>e inclined 
to a fast disposal sale. 

The football sponsorship picture as it shaped up on SPONSOR-SCOPE's latest check: 

ABC TV 

SPONSORS % SOLD 

Gillette, Lorillard, Lincoln-M, DX Sun Ray 85% 

Simoniz, Bristol-Myers, Gen. Mills 85% 

AU-Star R. J. Reynolds, Gillette, Carling 100% 

Buick, UMS (CM), R. J. Reynolds 100% 



EVENT 

American League 
AFL Postsames 



Orange Bowl 
Total 



National League 
Pro Kickoll 
NCAA Games 
Pre Games 
Post Games 
Cotton Bowl 
Gator Bowl 
Blue Bonnet Bowl 
Total 

Rose Bowl 
Sugar Bowl 
Pro Cham'ships 
East-West 
Pro Bowl 
Blue-Gray Bowl 
Liberty Bowl 
Pro Highlights 
Total 

Grand Total 



TOTAL PACKAGE 

S6,000,000 
1,500,000 
375,000 
250,000 
§8,125,000 



CBS TV 

Ford, P. Morris, regional beers, oils 

Ford, P. Morris 

Ford, Gen. Cigar, Humble 

Carter, Vitalis 

Rise, Vitalis 

American Motors 

American Motors 

Open 

NBC T\' 

Gillette, Chrysler 

Am. Home Prod., Colgate, Wynn, CM, B&W 
Am. Home Prod., Ford, P. Morris, regionals 
Colgate, R. J. Reynolds, Savings-Loan Found. 
L&M, General Motors 
Gillette, Chrysler 
None 

Chesebrough, Mennen 



100% $10,800,000 

100% 350,000 

75% 8,000,000 

66% 500,000 

66% 400,000 

25% 350,000 

25% 250,000 

0% 250,000 
$20,900,000 

100% S700,000 
100% 700,000 
100% 850,000 
100% 250,000 
1S% 250,000 
100% 250,000 
0% 250,000 
66% 600,000 
S 3,850,000 
S32.875.000 
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SPONSOR-SCOPE contiTmed 



April usually makes a good trend-spotting month: lienee the faet that the level 
of viewing by hour of the day this April held its own with the year before indieates 
that the tune-in trend around the eloek for 1962 has auspicious overtones. 

Here's a three-year hourly comparison of average per minute home tv usage as culled 



from Nielsen: 








TIME 


APRIL 1962 


APRIL 1961 


APRIL 1960 


9-10 a.m. 


6,321,000 


7,457,000 


6,644,000 


10-11 a.m. 


7,154,000 


8,113,000 


7J232,000 


11-12 a.m. 


8,869,000 


9,380,000 


9,220,000 


12-1 p.m. 


11,319,000 


11,302,000 


11,118,000 


1-2 p.m. 


11,025,000 


10,974,000 


10,215,000 


2-3 p.m. 


9,996,000 


9,426,000 


9,492,000 


3-4 p.m. 


10,045,000 


10,036,000 


9,537,000 


4-5 p.m. 


11,711,000 


11,818,000 


11,390,000 


5-6 p.m. 


14,210,000 


14,914,000 


14,102,000 


6-7 p.m. 


18,963,000 


19,557,000 


18,712,000 


7-8 p.m. 


25,676,000 


25,888,000 


25,176,000 


8-9 p.m. 


30,037,000 


29,687,000 


28,973,000 


9-10 p.m. 


30,625,000 


30,344,000 


29,289,000 


10-11 p.m. 


25,235,000 


24,950,000 


23,684,000 



A couple agencies have raised a pomt of equity with ABC TY in regard to the 
network's rebate rule for service interruptions. 

The network feels that an advertiser is not entitled to a billings readjustment for 
such breaks in service unless the lost service amounts to over 15% dollar vol- 

ume of the lineup involved. 

What ABC TV is apparently trying to avoid is added bookkeeping, but the recalcitrant 
agencies take the view that their clients are at least deserving of makegoods, a la 
spot tv. 

The tape portion of the $65-70 million spent, according to estimates, on tv 
commercials now runs to around 17%. 

There's no way of estimating the number of tv coniinercials turned out annually, because 
more and more of them arc being taped via stations. 

The $65-million estimate is based on the business done mostly in New York, Los An- 
geles, Chicago and Detroit. 

Evidently it's got so in the audience measurement business that virtually ever^'- 
body that's aware of the images on a tv screen is deemed worthy of statistical 
isolation. 

It's now being applied to tlie toddlers. 

Nielsen's been around asking agency subscribers how they felt about having the 4-1 1 
age bracket used in the service's demo brcakdomis extend down to two years. 

The query had much to do with random advertisers' special interest in a sharper demar- 
cation between pre-school and school age ehihlrcu, the theory being that as long as they 
can identify the product they can play some part in influencing the purchase. 

Some of the agency respondents to the query offered this opinion: expansion of the 
age bracket would have to be accompanied with an appreciable expansion of the 
sample. 

For other news coverage in this issue: see Sponsor- Week, page 7; Sponsor 
Week Wrap- Up, page 52; Washington Week, page 55; sponsor Hears, page 58: Tv and 
Radio Newsmakers, page 64: and Spot Scope, page 56. 
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''Film docs the unusual! 



f 




SPARKLE! SPARKLE I SPARKLING BEAUTY: A Procter & 
Gamble proposition for its product ZEST, beautifully 
demonstrated through the stopping power of hf'gh-speed 
photography (128 frames per second). Possible only 
through precision camera work. Best with Eastman high- 
speed film for the negative. Plus Eastman print stock to 
bring all the quality inherent in the negative to the 
TV screen ! Two sfeps— negative, positive— each of vital 
importance to sponsor, network, local station, viewer! 
For further informofion, write 

Motion Picture Film Department 
EASTMAN KODAK COMPANY, Rochester 4, N. Y. 

£osf Coosf Division, 342 Modison Avenue, New York 1 7, N. Y. 
Midwest Division, 130 Eost Rondolph Dr., Chicogo 14, III. 
West Coost Divi^on, 6706 SontotAonico Blvd., Hollywood 38, Colif. 

For the purchose of film, W« J. German, InC* Agents for the sole ond 
distribution of Eostmon Professionol Films for motion pictures ond television, 
Fort Lee, N. J., Chicogo, III., Hollywood, Colif. 



ADVERTISER: Procter & Gamble, Inc. (ZEST) 
AGENCY: Benton & Bowles, Inc. PRODUCER: Filmways, Inc. 




Demonstrations are goof-proof on video tape, Mitch demands fluff-free high C's for his pop- 
as in "Reynolds Aluminum" commercial. Im- ular "Sing-along" show. Video tape helps 
mediate playback after shooting, spotlights keep the fun in, the fluffs out, for maestro 
even minor flaws, speeds improvement. Miller and his merry choristers. 



No goofs, no fluffs with 

Scotch® brand Live-Action Video Tape! 



Whether a slip of tlie hand, tongue, camera, 
lighting or direction, it can be found and fixed 
itnnicdiateJy when tlie show or eommereial is 
produced on ^'Scotch'' brand Video Tape. And 
\ideo tape assures the picture quality that's Jive 
as life, without the risk of an on-the-air Huff. 
Tape plays back the picture moments after shoot- 
ing, helps find Haws that defy detection during 
the actual ''take/' You can check every detail- 
sound, lighting, focus, pacing, delivery — while 
everyone is still on the set, ready for a re-take if 
needed. 

Video tape performs instantly for special effects, 
too! \o waiting for days, weeks, while lab work 
and processing laboriously create an "efTcct'\ Not 



only are you ahead in time savings, but in cost 
savings as well! 

Immediate playback plus today's easier-than- 
c\'er tape editing makes short work of last-minute 
changes, permits quick insertion of new material 
in existing footage. And ''Scotch'' Video Tape, 
for both black-and-white or color, pro\-ides out- 
standing "presence" to enhance commercial mes- 
sages, network and local shows, as well as closed- 
circuit presentations. 

A free brochure^ "Techniques of Editing Video 
Tape," pro\ ides samples of current editing prac- 
tices, plus examples of .special elTccts created on 
tape. F or your copy, write Magnetic I'roducts Di- 
vision, Dept. MCK-72, 3M Co., St. Paul 19, Minn. 
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!*UTHWESTERN Savings Associallon paid bill for this public service program, Emergency ^ard, on Corinthian station KHOU-TV, Houston 



EW TV BOOM 



PUBLIC SERVICE THAT'S 

LOCAL AND SPONSORED 



I 



: is an iiii(li>piited fact that therc*> a remarkable 
onnn ^poiisorecl local |nil)lie >ervicc programing. 
Group >tation>. a> well n> iiulividual outlets, 
hill Maine to California, are eurrently |)re-entliig 
1^ array of siieh programing ha eked hy hoth na- 

(nal and regional adverti>er>. 
iUneovered hy SPOXSOK hi>t week were luimeroii- 
-imples of some pretty hard-headed hu-ine>> men 
y\o were irettin*: excellent >ale> re-ult^ with thi^ 



Here's a special, fact- packed 
report on why many national 
and regional advertisers are 
steadily backing community- 
produced civic programs 
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t) \)v of i)r<>^rainin^. Fiirllu'riiiure, 
tlu'sc ad\ erti>('r> wrrc trcllin^ re^])erl^ 
able share;; of audience in prime time 
airainsi liea\\ network <M>m|>etition. 

riie sale of local s])ecial e\eiits and 
puMic afTairs program^ i> indeed get- 
ting to he l)ig l)U^i nes> as ain one 
\\ ill te>lif\ who lia^ \ie\N<Ml (he cur- 
rent goinjis-on in the special jtrojects 
di\ ision of Hlair-TV. I lii^ a de- 
partment of the station re])re>entati\ c 
firm dedicated to the proposition that 
there are oilier \alues besides ratiiig:s 
in sponsor ad\ocac\ of public aiTair> 



^lio\N>. The Blair- r\ >])ecial projects 
di\i^ioii is h(dl bent on pro\ Ing thai 
among the stations it rejireseuts are 
a whopjiing lunnber whose "factuals" 
are sound in\ ei*tnient> for bigtinie 
•~])onsors. To date it ha> fashi<nied a 
sterling ca^e for main of its clients. 

Ihe Blair-T\ salesmen (in this in- 
stance Uaiph Allrud. director of spe- 
cial projects, and Karl I liomas. spe- 
cial jjroject^ s]3ecialist) ha\'e «oId 'an- 
nual budget* ])rograins to some of tiie 
nalion s l^ggest advertisers: Liggett 
& \hers lObacco Co. which boujrht 



a \ ear round jjackage on KITV. Los 
Angeles for $210,000; Humble Oil 
Refining Co. which did likewise on 
KOA-T\\ Denver, for $60,000. and 
National Biscuit Co. which acquired 
a ^^imilar jjackage on W'XBF-TV, 
IJinghamton, for 830,000. Ward Bak- 
ing Company is presenth consider- 
ing the acquisition of a year-round 
package on \V1)SL'-T\\ New^ Orleans, 
for a sum well over 850.000. 

Since its inception of the new sales 
a])])roach for clients' ])ublic affair? 
>hows. the Blair-TV boys ha\'e also 
managed to obtain a prepossessing 
parcel of indi\ idual program spon- 
sors. Contac bought A Volcano 
\ame(I White on KIXG-TV. Seattle, 
for $5,000; Mummers' Parade, Phila- 
delphia. WTIL-W. $22,000: Great 
\lus ic Fr o m Ch ica f^o, KING -TV. 
Seattle. S13.000: Seafare Regatta 
Golden Cu]3. Kl\G-T\^ Seattle, Kent 
Cigarettes. So.OOO: World Series Spe- 
ri/ils, W'CPO-TV. Cincinnati, Chester- 
field Cigarette^. S3.000; St. Patrick's 
Pay Parade. WIIDH-TV, Boston. 
Xarragansett Beer and Ward Baking. 
$0,000. 

In approximately 10 months, more 
than 100 ])rograms on a local level 
have been sold by the special proj- 
ects division of Rlair-TV to some 20 
national advertisers. It adds up to a 
juic\ three-quarters of a million dol- 
lars in lelf*\ ibion billing — a hefty sum 
of money which would not ha\e 
reached the stations sa\'e for the sell- 
ing acumen of the Blair-TV' salesmen. 

\\ h\ are big advertisers beedinsr 
the advice of salesmen of pid^Iic af- 
fair.s show^? As Allrud put it in con- 
fident terms to a SPONSOR editor, it 
adds up to these ])his signs: 1) en- 
hances brand and corporate accejM- 
ance: 21 establi>lies a degree of dif- 
ference for their products; 31 in- 
crea>cs their share of the market: 4-1 
reaches selecti\ e audiences at reason- 
able co^l : 51 e^tablislles close asso- 
ciation with coiiummitN e\ ents : 61 
>idi<lifies tlieii connnunitv status: 71 
( reate-^ a reccpti\e climate for prod- 
uct commercial, and 8) wins and de- 
^(M\e- a place in \ie\\er conscious- 
ne^<. 

Vyoih Allrnd and Thomas are cer- 
tain that ad\eitisers who identifv 
Avilh ami sponsor local sjiccial e\eiits 
and ])iiblic affair^ programs earn a 



These programs achieved sales results 




COLGATE-PALMOLIVE sponsors Frontiers of Knowledge (I) on five of six Triangle Stations 
Including WFIL-TV, Philadelphia. Scene Is of ruins at Tilcal. Infertef, produced by !TF, whose 
members include WBC, is sponsored by a large number of regional banking institutions 




SOUTHERN California Studebaker Dealers sponsored Survival on KNXT, Los Angeles. Seen 
herp art* elementary school children participating In 'drop drill' for KNXT's documentary 
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INFORMATION on advertisers: Earl Thomas of special pro[ects; Ed ShurlcV, exec. v. p., and 
Ralph Allrud, director of special projects, 8laIr-Tv, study slotted wallboard for prospects 



(l('>(*r\ed pliice in I Ik* c*)risf't*)U>iri(*ss 
of the l>u\hi<^ puhlic. Such spoii-^ors 
hnihl :^tr()nfr hraiul nnd (•*)r|»orate ac- 
ceptance. the\ tohl SPoNSOii. and in- 
herit colhiteriil hei^'fiti; tliat iratisciMul 
ortlinary television nieasurenicntji. 

In presenting proposed packai:(*s to 
agencies and ad\crtiser>. th(* l>larr-T\' 
salesmen stres.s the manifold advan- 
tages of hu\ iiig on a loim-ranue hasis. 
Said Allrud to potential spon^or^ : 
"Such annual packages can he of 
various t\pes to pro\ ide \ eludes for 
(lifTereut t\pes {)f pro*liicls. and \v(» 
can also pro\ ide a ruix of pr*)grani- 
ing' to offer everything from a tiist(^ 
of pure local egghead programing to 
a serving of local high school hands. 

''And as > <)U hecome heller in- 
formed on what America's local t\ 
stations are doing, 1 think il will tnd\ 
surprise \ ou to discover what \ou ar(» 
missing. There have heen local high 
school hand competition programs of 
an hour or 90 minutes in length, 
which liave achie\ed 10 and 50 per 
cent share of audience." 

Man\ station reps as well a.s indi- 
vidual still ion sales staffers ha\e 
amassed an arsenal of effective argu- 
ments to pro\e that so-called escape 
or entertainment programs get h)\ver 
ratings than documentaries and spe- 
cials. 

Allrud thought that one of the im- 
portant ingredients in the annual spe- 
cial programing packages should he 
a contingent provision for unplanned 
special e\ent.s such as fires, floods, 
presidential arrivals, etc. On a net- 
work level this is cun entiv heinij done 
hy spons*)rs such as Gulf Oil. "Mean- 
while, advertisers might do \v(dl to 
set aside a contingenc) fund for one- 
time-only shots in indi\idual markets 
such as the Cold Cup Races in S(\attle. 
International Beauty Congress in Los 
Angeles. The Manli Gras in \ew Or- 
leans. The I'exled Prophet Ball in St. 
Louis, The Rose Parade, in Pasadena 
and other such festivals as rodeos and 
fairs." Allrud ohser\ed. 

Public ser\ ice program> are now 
an effective route for a sponsor, na- 
tional or local, to reach a wide audi- 
ence. Ldward 11. Penedict. national 
sales director. Triangle stations, also 
told .«;roNSOii. Benedict said that 
through total spon>or>hip of pid)lic 
affairs programs an advertiser reaches 



a read) -made audience w ith prestige 
and maxinmm impact. "Sponsor iden- 
tit) with an awareness of (U)mmunity 
needs, problems or progress, is one 
that is not mea^in red in ctists-per- 
lOOOV.*' Benedict ohserv ed. "hut in 
over-all acceptance of a product and 
a sponsor as a iieighhor. and a good 
*)ne al that.'' 

Benedict cited the Frontiers of 
Knou'leds^e series, produced l)\ WFIL- 
T\^ in coop(»ration with the I iiiver- 
sit\ of Penns\lvania m)w in its sec- 
ond \ear of full '=p()n>orship 1)\ Col- 
i:ate-Palmoli\ e. The m*)nthl\ series 
is sponsored hy C-P on fi\e of the >i\ 
Triangle >tation>: W P1L-T\ . Phila- 
delphia; \\ \BF-T\\ Binghaniton: 
\\TBG-T\\ \ 1 1 *>o na - J *) h nst o w n : 
WLVH-TV. 1 ^(*hanon-Lanca>ter. and 
KFKKT\, Fresno. On W \HC-T\'. 
\ew Haven, the >ponsor i^ the Fir>t 
New Ihnen \alional Bank. Other 
spori'^or-- of public ^er\ ire projecl> in- 
clude Sun Oil Co.. spori'-or of a 
W FIL-TV etcitness and C. Schmidl 
& Son>. sponsor of sporU special> on 
the Triangle -station in Philly. 

Corinthiiin ^tation^ also ha\ e racked 
up an iinprcs-i\e <core with h»cal 



le\el sponsorship. KllOl - lA^ lb)us- 
ton. offers a variet\ of such programs 
ranging from the annual Sf)lash Day 
in Caheston. sponsored in fidl b\ 
Falstaff Brewing to Election Returns 
and Maiitr Room, sponson'd in part 
hy Xorelco. .^oulh western Sa\ ing> 
Ass'n ^p()n^or^ in part a monthK se- 
ries Southwestern Closeup. K()T\ . 
Tulsa offers // irav of Thinking with 
Dr. Albert r>urke under Carp(*t Cit\ 
>pon>or>hip and Lewis Meyer /iooA- 
.s/re// sponsored h\ Me\erV l)o()k>tore. 
K\T\ . Sacramento ha^ ha*l -pon>or- 
'^hip of its Election Returns and Lit- 
tle League Championship C nines. 
W \M:-T\\ Fort \Va>ne offers Ui 
Quiz under >pon>or^hip of Indiana 
aird Michigan Flectric Co. The local 
Pepsi-C*da bottler pick> up the tab 
for \\ \\F-T\ V Election Returns and 
knotc ] our Candidates. 

\\ ISll-IA. Indianapoli-. another 
Corinth inn ^tiIti*)n. al>o report-- fine 
r(*action. 1n Toda\ At the Fair pro- 
gram wii-- pirked up b\ ll\i:iade Meal 
Pack in i: : Santa Parade b\ Kahn 
Meat>: Christmas on the ( arupus b\' 
Continental Baking. Miss / ndianapo. 
(Please turn to pac:e 16) 
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CARSON'S 



Joliiiiiv CarssoiK mIio lakes 
ovor ^Toiiiulil' sliOM', savs 
coiiiiiiercials slioiild he eii- 
lliiisia>lic^ hill (jiiieK honest 



Johnin Carson'.s mojit important 
task start? some three inontlis hence 
when he replaces Jack Paar as the 
permanent conductor, niotorman, and 
host of XBC TV's late-night program. 
The hilling, hefitting a fine comedian 
with an afiinity for people and the 
ahility to en\elop an audience, is 
The Tonight ShoJi\ starring Johnny 
Carson. Moreover, there is sufEcient 
evidence at hand to pro\e that spon 
>»ors see in Carson an adiiiirahle sales 
man as well as an endlessly reward 
ing (Mitertainer. h is predicted that 
l>ef{)re long the Tonight program, un 
der Carson's aegi>, will he SRO. 

Firm orders in Tonight starting 
with Carson's dehut on Monday. 8 
Oetolx^r. thrt)ugh Christmas week al- 
read} amount to 93 per cent of the 
potential one-minute participations 
a\ailahle. a{*cording to John J. Mur* 
ph\. manager, participating pnigram 
>ales. .\HC TV. 

According to Murplu. sales foi 
this ])eriod are ahead of la^t year al 
this time and a complete sellout n 
anticipated. Murphy told SPOXSOF 
la^t week that more than one-third ol 
this business is represented hy new 
clients wliih* the remainder is fron 
previous Tonight advertisers. 

\IU^ TV s program chieftains ar( 
also hanking on Carson to snare loft) 
ratings and to bring to the progran 
a high octane level of excitement 
healtln contro\ersv and hracin^r en 
tertainment. The consensus is tha 
Cars<m will gi\e Steve .Vllen. hi: 
multi-faceted rival on the W'^RC sta 
tions an{l other outlets, a tough time 
to >a\ the least. 

Carbon, with compassionate con 
c(Mii for the medium of televisioi 
and ft>r the enduring \ alues of ad 
\crti>ing, fecN there are otTasion 
when Madison A\ enue should b 
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CREDO FOR COMIVIERCIAL COPY 



ciilKnl to ta>k for trans^n^ssions. Ijke 
mail) fiieii(l> of tlie broadcast iiuvlia. 
lie feels tlio>e who \ i(>late tlie canons 
of good ta^te in a<I\erti>iiig ^lI()uld 
he called to task. lie told SI»onsof^ 
recentlx that the Car>oir CicnIo fi)r 
Madison A\ enne— c.-peciall) that se*r- 
nient concerned with the preparation 
of comnuTcials — -is as follows: **Be 
enthusia>tic — hnt he (piiet nnd he 
honest ! " .\d\ ertising copy, he oh- 
ser\ed. is unrealistic in rnanv in- 
stances. 

What is the elTceti\ eiios of a gi\ cir 
coiunicrcial ? Why isn't there niort* 
industry self-regulation regarding 
coiinnercial cop\ on the airlanes? 
Does the coiisuirier reallv helie\ e 
ever\ thing he hears and sees on the 
hroadcast hands? These are some of 
the (]nestious which concern the \er- 
satrle Carson. 

Like Allen, the man with the 
shrew<l. penetrating hnnior against 
whom he will he competing. Carson 
is no mere horscht circuit standup 
deliverer of a long string of shallow- 
jokes. I he man w ho w ill take over the 
celehrated late night television niche 
\ acated h\ I'aar is a probing individ- 
ual with an ea^ne^tness of |)urpose. 
a facult\ for fine satire hnt certainly 
no hiaspheiiiy. Carson >ays lie will 
he outspoken on the Tonight pro- 
gram. 

\\ hat does Car>on ^av ahi>ut the 
man he i> replacing? "I'm a great 
admirer of Paar's work," he told 
SPONSOR. "Paar has been strmulat- 
rng: he has been pro\ocative.'' Car- 
son pau>ed and said : ''Paar has 
^Tfought lou<l commercials and so do 

n flow does Carson react to the Allen 
'^lf)er>onalit\ ? 'd\e always enjo\ed 
^'pte\e Allen, but Tm not close to 
^^T*te\e. I don't kin)W him well.'' he 
^l^aid. "FUit let iiie make this clear: 
=^ll'in not competing with Allen. I'm 
■^•ompeting with nic! There are cer- 
laiir people who never like \ou. The>e 
mieopie ma\ go for Allen. Moreover. 

lAllen wont ha\e the liiunip of sta- 
4' i ions that XBC has available. And 
*m coininced that our show will be 
t no^t effective." 



3! 



i 



(!arsoii thought lu* had ;r decided 
a<l\antagi' o\(*r Allen in that his i)wii 
pr*)graiii lia<l "immediacy*' aboul it 
whereas this was in>t ><> with tire 
Alien produition. "Iminediac\ me;in> 
iiiirch." Car>on iiisi>t<'d. 



*'l doiTt know cxactK how ni\ 
A]o\\' will sha|)e up," Carx)!! mri-rd. 
"NiituralK. at rir>i we'll tr\ ii lot of 
giininick>.*' I'lir onl\ thing I can do 
i> to k<*i*p tlu* >how from goin^ dnll. 
{}*le(t.sc turn to pai^c Ki) 




Sponsors for Tonighf with Carson 



ADVERTISER 



AGENCY 



Adam Hats 



American Cyanamid (Formica) 
*Armstrong Cork 
Baldwin Piano 
Block Drug 
Dominion Electric 
F & F Labs 
Gulf American Land 
International Shoe 
Kayser Roth 
Lanvin Parfums 

*Lehn & Fink 

*Liggett & Myers 
Masonite 

Minnesota Mining & Manufacturing 
Mirro Aluminum 
Mogen David Wine 
*Otto Bernz 
**Outboard Marine 
**Pharmaco 
*Philco 
Sheaffer Pen 
Sunbeam 
Technical Tape 
Trylon Products 
*Tubular Textile Machinery 
Wembley 



J/op///, ii'ilUanis tt- Saylor- -X.)'. 
rrrry BroH'Ji Cinrituiati 
HBDO \.\. 

IIiII. /{tfff'r.s. Mason tt' S( oil Chica^io 
SS(\K:B ^.} . 

Ilouartl Suittk Advertisuiii Ohio 

Lilietifpld tt* Co. Chicago 

l*anl I enzv lialtunorv 

Kriiptiitk X: l.s^orialts >/. Louis 

Daniel iS: Charles — A.) . 

\orth Adirrii sing \ .) . 

Geyer^ More). Madden & liallurd ^ .} 
Fuller S: Smith & Ross ^ .Y . 



* * 



]. il alter Thompson- ^ ). 

// u eh e n idi -e rt is in g- (,h irago 

Mar.Manas^ John ^ \duu\s Detroit 

Cramer-Krassclt Co. M ilwaukee 

Edwa rd II . W eiss C li irago 

Rumrill Co.- \ .Y . 

Envin a asey, Ruth ran f) ct' Ryan 

\. if . Ayer Philadelphia 

BR DO A.}'. 

DRDO \.Y. 

Foote, Cone tt* fielding Chicago 
Product Services \ A . 
Lilienfeld tt" (.o.~ Chicago 
Mogul, a illiams tt* Saylor \ A . 
II alker Saussv \eii' Orleans 



•Ni".v flitfnt* "Star* <1a(e In 



I 



>po>?()K • 9 jLi.Y 1962 



20 



HERE'S HOW IWETRECAL DID IT 



^ Siluu* ils introduction two years ago, Metrcral has 
fought olT over 100 imitators lor tlie nnniher one spot 

^ The story of how Mead Johnson ]>lanned to sell its 
produet via soher, dignified tv eoniniereials is told here 



Melrecals domiiiaiirr among the 
flurry of iwitatot.s in the. dietary 
weight roatiol field has made their 
use of adiertisiiig the .subject of 
m uch com at ent and aroused m ore 
than routine interest in the ad indiis- 
try. A center oj particular interest 
has been Metrecal s use of ti\ where 
ncH concepts of commercial usage 
n ere pioneered. Following is a report 
based on interviews with the sponsor. 
Eduard Dalton Co., Division of 
Mead Johnson, and its agency^ Ken- 
^on <K: Eckhardt. 

W/l racl Johnson C()nip;in\ and 
its n<'\N division, luhvard Dalton 
Conipaii} oanip rntirelv new to the 
n>e of tel('\ ision as an a(h cM'tisinji 
intHhuni. Our fust \tdiifl(' was ''Die 
\ ahunt ^ t*ais" - the wai time nieni- 
01 IS o f Sir W in>ton (Churchill. 1his 
j)ro|>ert\ \va< accjuired at a eost of 
a[)pro\imateh S2.S million in late 
\o\end)er 1960. 

Our oiiK experieiiet* with eon- 




FIRST pres. of Edward Dalton Div., Robert 
Sessions, is now exec. v. p. of Mead Johnson 



snnier advertising eonsistcd of the 
so-rallt*d announrenient ad for Met- 
recal which ran extensi\eh in major 
consumer magazines. 

In our approatdi U> the conniier- 
eial use of television, w e had cer- 
tain thoughts in mind in the nature 
of standards. prineipK's and ohjee- 
ti\ : we were largeh innocent of 
how to hegin to execute these, and 
certainK had w gra>p of the tech- 
iiiipae for doing so. Further. \Ne had 
chf>seu tt) undtM'take a certain ap- 
proach that was — at the time — said 
to he at \ariance witli commercial 
usage then in practice. 

It was this situation which stH up 
the need for crcati\ e eollahoratioii 
hetween oursehes as clitMit and our 
a":enc\ . Ken von Fckhardt. In 
other words, what i> a good thing in 
am e\ciit. was a must for us at that 

if 

time. It was literal!) ostMitial that 
we pool our approat he^ and re- 
source?;, with t*aeh ha\iug to take on 
faith that the contribution from both 
>ides would >omeho\N fit to*iether in 




a situation in which neither could 
claim to he the final arbiter. 

Our tlioughts as to principles, 
standards, and objectives in creating 
a commercial apjiroach could he 
sinnmari/cd as follows; 

1 I Not onh* were we dealing, in 
Metrecal. with a product ha\ing a 
strong and direct relationship to 
health; we desired to project, in our 
presentation of that product, the 
standards of probity that would he 
entireh consistent with the character 
and background of our conipan}*. 

2) The preceding point required, 
in turn, that our scripts should in 
every case be strictly factual in con- 
tent: preferring understatem<;nt for 
purposes of emphasis — rather than 
the opposite. 

3) \W felt also that the eiuphasis 
should be on the problem of over- 
weight, with Metrecal as an import- 
ant aspect of its solution — as op- 
posed to the easier idea of a straight 
product pitch : this w as because of 
our thought that overweight and its 
management is an intensively per- 
sonal aflair which— like swimming 
— is something each person has to 
h^arn about in his own terms. 

\ ) Gi\ en the rtHjuirements for a 
script approach that would deal in 
facts and undt^rstatenient — it w as 
mort* than ever incumbent on us to 
engage the* interest of our audience 




TWO of the nnen behind Metrccal's success include C. Joseph Gensfer (I), pres., Edward 
Dalton, and W. Lee Abbott, Kenyon & Eclthardt v. p., director and managennent supervisor 
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SCENE from Metrecal K commercial shows overwelghl male wallting slowly. It appealed to 
intelligence of viewers by stressing dangers of slowing-down burden obesity places on body 



l>\ iMCiins otlicr than hnajiciy aiid 
voi"l);il-voral emphasis. I ii other 
words, th()u<»ht it rniportaiit to 
atttMiijjt actively to (Mi«ia<;o the con- 
scious \\iiiAUy,cucr of our audifitct;. 

5) I hus, in tho serii)ts, wo under- 
look to forniuhuc sinii)le. literate 
prose. In audio it seemed iini)ort- 
aut that we en^iage a eontniereial 
spokesman whoNe ehnit\ of >tvle 
and purit\ of dietion wouhl* he in 
keei)iii^ with hoth the \elileh^ on th<* 
one hand and the message we wonhl 
try to eonve) on the other. 'I'his. of 
eourse, led to the seleetion of Mart\n 
(Freen. whose haek«iround of .^^ta^e 
and sereen ({uite (d)\iousl\ met these 
standards. He\ ond this, our ohjee- 
ti\ o as to \ isual treatment was to 
eontribute. if onlv a httle hit, to the 
deveh)i)nient of our eomtnereials as 
a legitimate tv art form. This ae- 
eounts for the eare in all photo- 
graph) and the aspert of good taste 
that we sought eontinuously to build 
into the \ isual treatment that would 
he consistent with the aeeomi)anying 
scripts. 

This general approach to televi- 
sion commercial treatment, there- 
fore, placed the enii)hasis at all 
times upon: factual content in which 
all claims could be clinically sub- 
stantiated; literacv in style and dc- 
livery; and taste with quality in the 
use of \ isuals and in their integra- 
tion with the script. 

W'c have been asked at times about 
our long-term alliance with tlie medi- 
cal profession winch our company 
has enjoyed over the years— and 
how this figured in our thinking as 
we approached the commercial use 
of television. Here there was one 
thing we wanted to aroid and an- 
other thing we wanted to accomplish. 

It was intensely imi)ortant that the 
position of die doctor and bis sphere 
of interest in the condition of over- 
weight should be clearly acknowl- 
edged: and, further, that this should 
be done in a way that placed the ini- 
tiative on those contcmidating a re- 
ducing program to rely heavily on 
the advice of physicians in any pro- 
gram which they would undertake. 

On the other liand. we wanted to 
ahsobc both ourselves and the physi- 
cians of any type of statement which 
would savour of a doctor's endorse- 



ment of t)ur i)roduct a^ sueli. It wa> 
on this basis, therefore, that wc de- 
erdetl to C(mclude each commercial 
message with a strong plea to those 
coiitenii)lating a reducing program to 
in\oke the counsel and guidance of 
their j)hysician and that this could 
be done most simply in conjunction 
with a rcguhir physical checkup. 

All of these criteria were based 
ui)on our con\iction that the Ameri- 
can i^ublic wc address todav has 
achieved new levels of literacv. st\ le, 
taste, and maturity that are com- 
mensurate with the new levels of in- 
come our jiublic has enjoyed these 
past M) \ears. \\ c did not foci at anv 
time that wc bad a ])roblcm of find- 
ing a common denominator that 
would be K)W enough to be undcr- 
^tood b\ the rank and file; we con- 
(•ct\e<l our problem in tcrm> of bow 
to project our message in terms 
that would, on the contrary, be ///) to 
the IcNol of our audience — given 
oidy a one or two-niinutc >\)oi in 
w Inch to do so. 

\\ itli special reference to the 
Churchill series : there were certain 
further ground rules wc sought to 
observe. First, was to interruj^t the 
jirograni only once in the middle for 
a commercial message. This rccjuired 
us to use two minutes instead of the 



Usual one- minute commercial, and, 
therefore, we had to be careful about 
th(* l)oint at which the program was 
interrn[)tetl so as not to be jarring in 
its effect on the listener. 

The U--C of the two-minute com- 
mercial was considered (piitc unus- 
ual at the time, inasumch as it carried 
with it the ''risk t>f losing tlu' inter- 
est'' of our audience. Here, there- 
fore, we were <ircatlv relieved when 
the unsolicited letters of ai)proval 
beiran eomiuir in I more of this later) 
stressing ap[>reciatton foi the "hre\ i- 
t\ and succinctness ' of our c<tnnner- 
eial nics^^agc. 

Tlie othei ground rule had to do 
with bow we w(udd invest our con- 
cluding ont^-minute ( onimcrcial. 
Here it -cemed approjjrlatc* that wc 
not wind the thing up with one more 
minute of talk about our produ( t. 
Instead, w e undertook w ith ript 
and visual to i(lentif\ some incident 
or landmark in American history 
which would relate the sreat m(*^>ai;e 
of the Churchill .^^eries to our own 
experience and background as Amer- 
ican pc(jplc. 1 his w as a little bit 
daring, perhaps. b(»cau>e it pre--up- 
po--cd that we would bt- able io put 
something in the final moments that 
W(nrld be in keeping with the stand- 
( Please turn to page 4Q) 
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AT LAST— ADMEN TALK REAL FM 



^ INcw advertiser interest, ex])au(led budgets of cur- 
rent advertisers, add signifieautly to fni's fall j>rosj>eets 



Pulse, M1*I-(^XK studies also ]>rovide encouraging 
data on niedinni^s growth and selective audience ai)i>eal 



ful au(lieiu;e. wliosc liigli income 
le\el is niakiii'j it increasinjrh al- 
irarlivc. 

Roth the MIM and Pul^e studies. 
in(»>t fm broadcasters a«:ree. could 
ha\(» far-reaching efTt*cls on fm's fu- 
line. To<^elher the\ have ^nen the 



T 



luce hithert(t nurei>orte<l de\(^lop- 
iiients. inu'arthcd h) sroNx)!! late 
la>t \\(v*k. (^ould add >i*;nificanlly to 
iht^ fm picture this fall : 

1. Se\eral leading national a(her- 
ti>ei >. among them Colgate. Ameri- 
can Tohacco, Hreck shampoos and 
Lam in perfunu's, are distinct ]>ossi- 
l>ilitic> for Yt2-'().S fm sclu'dulcs. In- 
v<'>tigatiori of tli<' mcdinm for "(jual- 
il\'' hiands ( \nieriean Tohacco, for 
c\am])le. i> r<'>ear< lMng it in terms of 
']'ar<nton) is now inid<»r\va)'. 

2. A n eiicftn raging imniher of 
curreiU fni acK erti>er> are planning 
l)oth market and hudg<'t expansions, 
based oil successes ^cored with their 
'(>1 -'()2 fall-\\ IrHer-spring schedules. 

\moni^ tliem: l?est Foods nia\ on- 
naise. (jcneral Klectric radios, Ze- 
nith radios. (]han(*l perfumes, Irish 

\ir lines. \ ir France. Maiino\ ox, 

L 

rniiui Faeifie llailritacb aiul J(din 
llantock Life Insurautv Co. 

3. Two spintsors of u]ir<tming '62- 
'63 l\ sjx'cialh are s<Miousl\ consid- 
<M'ing the use of fni radio on a na- 
tional scale to nuuTban<lise their 
\ ideo programs. And, if current ne- 
gotiations go through, their coinnicr- 
tials will l>e scheduled during ]><*ak 
fni nighttime hours, designed to 
reach the g<MieralK -o\ (M look<nl n(tn- 
t\ andi<Micc. 

\ bese ilurri(*s of ad\ tM t isei- Inter- 
<*st. ahMigsi(l(* 1 ccenl dis(dosur(*s h\ 
t\\ (» independenl 1} conducted re- 
scart h projects i M<'dia l*rogranicr> 
on Ix^balf of the ru'twork, and 

FulscI are real manna to a market so 
long accu>t(tm<^d to staivation. \nd 
while advert is<'r/agene\ iutciesl in 
fm is still fai from nni\<Msal -is 
(^en. compared w ith t\ and am. n** 
more than a tri( kic — it iu)n(^tbeless 
]»r<'sagcs a lu'althv awakening to a 
rchul\ ( 1\ small hut int<Mis<d\ faith- 




National, regional advertisers who 



AIRLINES, AIRCRAFT 



*/lzr France 
BO AC 

Borini!; Airrrajt 
''^British Overseas 

Capital 

Delia 
^'Irish Airlines 

Japan 
^A/J/ _ 

lAijthansa Airlines 
* \(trilinesi Orient 
^ Ban irncrican 
".^ahena 

^candmai lan 

111 i ~ 

L nited 

APPLIANCES 



F rii^idaire 
Cencral Electric 

AUTOMOTIVE 



Cadillac 
'''Chrysler {Imperial) 
I ord 

Goodyear 
l*ontiac 
""Oldsniohile 
I olhsu af!;en 
Rambler 

BEVERAGES 



Ballantine 



•lOnO 62 fm acwtimts, 



Budiceiser 



Carlmg 



Cinzano 



Cresta Blanca 



Duff Gordon Sherry 



BOOKS & MAGAZINES 



Tim e 



Book oj Knowledge 



Book-oj-the-Month Club 



Encyclopaedia Britannica 
Harper s 



1 1 olid a 



V 



_\i<<:airs^ 

* Reader s Diaest 



Sports Illustrated 



CIGARETTES 



Benson Hedges 



*Broun S: IFilliarnson 



DRUG STORES 



Rexall 



FOOD AND DRINK 



Best Foods mayonnaise 
Bett) Crocker 



Arnold Bakeries 



Canada Dr\ 



Coca-Cola 



Confc Luna 
* Danish Blue Chee.\c 
General Bakiui:: 
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DOLLARS, NOT JUST BLUE SKY 



medinni its most iniportnnt tools to 
riate: 

• SoMK* 14 to 15 millioti homes 
tiow rorei\c fm, growing at the rate 
of 2 million homes per year. The 
QXH network e.^timates \G million 
fm sets iti these homes. 



• Fm homes ha\ e Mil>^tnMtiall\ 
high<*r incomes than non-fm h(nne>. 
M I M finding the over-ST.OfK) group 
almo>t higher. Pnlse setting the 

median income at $7,090 a \ear. as 
eompared to S.'>,810 for non-fni faini- 
li<'^. (Median income of listeiuMs to 




have used^ or are now using^ fm 



^ ortliH oods Coffee 

I Scluveppes T onic 
\ Sevt'n-Vp 

TOOD STORES 



American Stores 
Food Fair 
Fenn Fruit 



Safewa y 



3AS0LINE & OIL 



ESSO 




xaco 



HI-FI, MUSIC, RADIO 



Capitol Records 



^Colufubia Records 
Fidelitone 



^General Electric 
Heath Kits 
London Records 



\Mac:navox 
Motorola 



RCA I ictor 



^bteinway 



■ 



Strom her ii-Carlson 



Zenith 



iOTELS 

i 



Hihon 



Sheraton 



MOVIES 



arncr Bros 



PERFUMES 



Chanel 



RAILROADS 



Southern Pacific 
*L nion Pacific 
Pen ns yl i a n ia Rail road 



STEAMSHIP LINES 



*jr. R. Grace Lines 
Italian Lines 
l\ S. Lines 

Matson Steamship Lines 



WATCHES 



* Hamilton 
MISCELLANEOUS 



/ Icoa 



American Metlical Assn. 
Hell Telephone Co. 
Herlitz School of Lang:ua^cs 
Diners Cliih 
Eac:lc pencils 



*f'rcnrh Tourist Bureau 

'FcL ~ 



^ John Hancock Life Insurance 
John Ward shoes 



* Liiiht-O-Lier fixtures 
*Tliorens Co. 



W KM'l in Chicago is 6'^iO(U 

• Th(» fm iui<liciirc r- primaril) a 
'*< la'*'*" audience, it'* majority ha\irig 
hotli high school and coll<*^e cdnca 
tions, larg<» families, charge acronnt-. 
new antomohiles. ii penchant for 
tra\el ( l-luiope. Carihhcan ci ui^cs \ 
for w Inch the\ use airlines 36.7*^ ^ 
more than <lo non-fniers. steamships 
lo3.3'"? more. 

l*avticnlarl\ notew orth\ in hoth 
the ,M 1*1 and Pnlse studies is the 
w i<le range of interests of fm listen- 
ers. MIM. for example -hasing much 
of its in formation on studies h\ 
Young & Unhienm. \lfred l*olit/ Kc- 
seareh. Inc.. and earlitT Pnlse snr- 
ve\ s shows fm familic'- are as in- 
teie>t(^<l in attending sporting events 
and motion pictures as tlie\ aie mu- 
sical e\ents (all in nmeh higher per- 
centage than non-fm faintlic^) and 
likeh to use more cosmetics and l)u\ 
more wine. Tlie\ re much more in- 
terested iti stocks and seenrities. too. 
This latter interest is alrea<l v hcintr 
explored h\ >ucli stock hrokers a< 
Bache & Co.. itself now a prime pos- 
sibility for an fm sclie<lule this fall. 

There ii; decided iroin in this up- 
swing of interest in a medium which 
Time magazine sa}S is too often 
thought of as ^'something like a 
worthy charity or an obscure (juar- 
terly magazine." Xeghvted by adver- 
tisers ami a^encie^ from the beizin- 
ning because of its non-mass appeal, 
it is toda\ being serutinized for it. 

" Especial 1\ h\ advertisers." says 
Otis Rawalt. >iee president of \Valk- 
er-Rawalt Co., one of the handful of 
n»ps ser\ing fm station.^. "Agencies, 
as usual, tend to drag their feet.'' 

Ihis response of advertisers to se- 
lective audiences is linked hv observ- 
ers to changing market patterns, 
given impetus b\- the FCC Chair- 
man Minow in particular in its 
w idely-publicizetl dri \ e for "broad - 
east excellence.*' \'* with public af- 
fairs progi anis on television ( --ee 
page 2.^). the idea that high(*r t\pe 
programing can be commerciallv 'sen- 
sible might \ er\ well, as one fnier 
puts it, *1)e charting a course for the 
Y)Os." 
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\\ rlh fill. iIr' course, until rcccnllv, 

• 

lias Lorn douhtful. A Lilliputian from 
tli<' heiiinriinp;. there has always heen 
a (Fulli\er to contend with. Although 
it \\a> teelitiieally superior to am 
{almost entirel) >tatie-fiee) \vheii 
(Ie\ eloped in the am was at the 

\ er\ zenith of its p(>\\(?r. I hen. just 
when it looked as though it might 
ha\e a future. Worhl W ar II sho\ed 
it hack to ohli\ ion. Again, in the 
eai 1\ p<»st-\\ ar \ ears, a p'laee-iu-the- 
sun attempt w'a> ahorted 1)\ televi- 
sion, when e\en the future of am was 
in (louht. It wa> onh in the late 
'5()s. wIkmi the t\ goldrush had set- 
tled down to steady niiiiin^r. and am 
had fairly well mated with a news- 
aiid-popular-nuisie format (largely 
roek 'n' rolH. that fm efurld rl>e 
from its kn<'es. In the light of it.v 
stepehild hi>t<>r\. its >liak\ eommer- 
eial structure, that ri>e has heen im- 
pres«:i\e. In 1956 there wer** only 
6.56 fni stations in the W S. Today 
there are almost 1.200. 

How many of the^e are in the 
Maek? First. ii<»t all of this numher 
are eomniereial. The Paeifiea Foun- 
dation, for example, runs three that 
are sustained eiitirel\ on listener 
eoiitrihulion.-. irn-hiding \e\\ YfU'k's 
WHAI. which has more than 11.000 
suhscrihers. Hut of tlu^ majority who 




do de|)end upon nneuuc from ad\er- 
lising. the wholly successful opera- 
tion is still largely a Iiop<* for the 
futuie. That this hope, h()We\er. has 
it> \y'A^\> in fact is demonstrated h\ 
the success of such fm stations as 
WFMT in Chiea "o. which not onlv 
competes w ith that market's am oper- 
ations fits average audieut e is 800.- 
weckh) hut hist \ear grossed 
some SlOOAKm. of w hich $80,000 w as 
p rofit. 

A particular fa\orite *)f Chairman 
,Minow. who says the station is mak- 
ing a '"real cultural attack."' WFMT 
is typical of the kind of |jrograining 
heing lauiiclied in fm today. Though 
primarily nuisical ( ahout oO% of its 
schedule is de\'oted to classical rec- 
ords) > the station runs shows rang- 
ing from jjoetry readings t(» intel- 
lectual rouiidtables. is noteworthy 
for gi\ ing contro\ ersial authors a 
hearing. Last April's winner of a 
Peahod\^ Award for the best radio 
entertainment of 1961, am or fm. 
WFMT was cited for '*pro\ ing daily 
that societ\'s more notable cultural 
achi<nements can be efTectiveh coin- 
municated and commercialh sus- 
tained through broadcasting. 

This "fr(^e s|tirit'' approach to ])ro. 
graming is being duplicated by in- 
novation upon inno\ation throughout 



Here are some newly released 

1. AVTO^IOTtVE UATA: 

Fm families own, on the average, 21% more cars than 
non-fm families; they drive 6% more miles, their ex- 
pectation to purchase a new car in the next six months 
is 63% higher. 

2. nOl StiUOt.O Al^t*tJA\Ct:S: 

Fm families own, on the average, 30% more major 
household appliances (air conditioners, clothes dryers, 
dishwashers, automatic washing machines). 

UOVSiAiOi.O ITKIIN; 

Fm families spend, on the average, 14% more for soaps 
and detergents; they spend 13% more for food and 
groceries; they purchase 14% more cans of scouring 
powder; their usage of self-sticking cellophane and 
deep freeze paper is 38% higher. 

.^iiim^- Tiic I'libfl, Int . prepared for Trlanirlo I*ubn?BiIon3. November 19(11. 



the country. Last \ear, Manhattan's 
WBAI played W'agner's Der Ring \ 
des Xebehm^cn in its entirety over an ; 
uninterrupted 17-hour day. This [ 
spring. KHOF-FM in Los Angeles 
ran a marathon fivc-and-adialf hour 
*'Radio Psychology Clinic," featur- 
ing stafT members of the Christian 
Counseling Center in Pasadena. On 
14 Mav. a two-way two-hour confer- 
ence on postgraduate medicine was 
br<»adcast by XS^RVR in Xew York, 
fed to Fducational Radio Network 
stations in Amherst. Boston, Albany, 
Philadelphia and XS'^ashington, in 
w hich both physicians and laymen | 
participated. 

During the first week of this 
numth. KING-FM in Seattle gave its 
programing over to a unique **Rrit- 
ish Week," in which a eross-seetion 
of RRC programs from Gilbert and 
Sulliyan to jazz to Sherlock Holmes 
to the comical Goon Show were 
aired. Man\^ of these BBC ofTerinf^s 
were beard by an American audi- 
ence for the first time, among them 
a radio adaptation of John Gay's J 
"Beggar's Opera." On 4 June, WQXR | 
in New York presented a two-hour 
study on ^'Fhe Art of Koussevitzky." 

On 27 .May. WHTFM in New York ■ 

] 

broadcast the highly controversial 
''Christ in Concrete.*' a niusic-and- j 




characteristics of fm families! 

I. UEAU OF nOVSEUOLU: | 

Fm families have, on the average, 59% more heads of J 
household in the "professional, executive, managerial, ^ 
official, technical and kindred types" occupational cate- ' 
gory; they have 68% more heads of household with 
some college education or better; they carry 57% more 
life insurance; their usage of airplanes in the past year [ 
is 57% higher. Fm families have, on the average, 2% 
more working female heads of household; they are 6% 

younger on the average. ^ 

I" 

FA^ULV CUAIlACTEmSTICS: |! 

Fm families, on the average, have incomes 22% higher i 

than non-fm families; their families, on the average, ^ 

are 12% larger; there is a 9% greater likelihood to find i 

children under two years of age. t. 
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WHAT CAN YOU DO FOR ME FOR $10? 




BONANZA: Henry Bulllngton (r), owner of carpel shot in Roanoke, Va., matces plans with 
WSLS-FM salesman Gus Trevilian, following $3,500 in business In one month — from one weekly spot 



>jK'ri:li nu)n(H]rcrnia whit'li cr^'alt-.s an 
internal tension betw een narrator 
and orchestra to eoninient on the ac- 
tion of the text. 

'I'll is latter |)ro<irani was hroail- 
ca^t in frn stereo, a recent (le\e]o|)- ^ 
nieiU adding fnrtlier Instre to the rne- 
(lium's future. Vastly superior c\cn 
to the fin sound itself (wliicli now is 
virtualK free of >ound interference 
from liglitning, ehvtric motors, tele- 
[)hone dialing, etc.) . >tereoca>ting. 
as of this date. i> being eonthieted on 
125 stations. Electronic Anc e^ti- 
mates a tninirnurn of l.'iO stereit .'sta- 
tions ])) \ ear's end. operating in at 
lea^t 100 difTerent V. S. cities. Anions 
the newer cornert^: KHVK. Anchor- 
age, Alaska: KDUO. Rixerside. * 
Calif.: KW'MK. Walnut Creek. Calif.: 
\VPP:X. IVnsaeola, Fla.; WVAK. 
Sarasota, Fla.: WFMQ and WSRC. 
Chicago; \V\'LK. Lexington. Kv.: 
WQDC. Midland. Mich.: \VMI)R 
Gveenshoro, X. C. ; WPAY, Ports- 
month. Ohio; KWFS, Eugene. Ore.: 
KGMG. I'ortland. Ore.: WXFO. 
Xashville, Tenn.; KTHC. Austin. 
Tex.: and WYFl, Norfolk, Va. WSH 
in Atlanta, which hegan separate am 
and fni programing 18 June, is now 
including five-and-a-half hours ol 
stereocasting hy multiplex in its lo- 
hour-a-day independent schedule. 

Last week, hefore the Electronic 
Industries Assn. syin[)osium in Xew 
Vork, FCC commissioner Kobert T. 
Hartley gave the new development its 
most dramatic boost to date. ''\Vhat'> 
ahead for radio?'" asked Bartle\- at 
the outset. "I sav to \o\\ fm stereo 
is what's ahead for radio. It adds a 
new dimension of realism to a svs- 
tem heretofore ca|>ahle of rendering 
a \er) superior monaural high fidel- 
ity service. It brings to the |Miblic 
a new sense of reproduction which 
has pre\iousl) been lacking.*' 

Pointing to some industr\ predic- 
tions of failure for fm stereo, similar 
to tho.'^e which greeted fm itself in 
the late *30^. F^artle\ .said. ''Dnr 
these pa>t 23 years, many knowl- 
edgeable and influential broadcasters 
and marmfaeturers have just as 
earnestly |>redicted that fm would 
die on the ^ine: many of these same 
people have subtly fought fm. 1 hey 
had their reason, which we need not 

[Please turn to pnge d9) ,J 



"W hat can ^ on (h) for me for 

.^10?*^ 

When Ilenr\ L. Hnllington. owner 
^^i a new establishment, the Carpet 
."^hoj), in Roanoke, \'a.. asked W'.^LS- 
FM sale smari Jim Sbipp that (pies- 
tion — jokingly — he ^\as >omewbat 
surprised to find he wab being taken 
^eriouslv. 

lie was also surprised to find, af- 
ter some diligent sales w ork bv 
Shi|>|). that he bad b{>nght time on 
WSLS-FM (slightly more than SIO 
w orth) . Snr|)rise. however, w as a 
minor emotional ex|)erience com- 
pared with the delight that came on 
its heels. For Shi[>[)'s persua^ixeness 
resulted in the Car|)et Shop doing 
o\er S3. 500 worth of business in its 
first month. And since this wa> 
three timo the business ^enr^ Bnlb 
rngton had antieijiated. he waited no 
time in in\ eating some of this fm 
w indfal! on a longer cam|)aiirn on 
WSLS. 

'Conr>e 1 was ordv kiddinji when 
I asked Jim if he could give me SIO 
worth of fm time.*' be sa}^. *\\nd 
when he took me up on the ofTer I 
figured \ coukhrt \ery well back 
(.lown. However, when I got a call 
at home at 9 |>.m. one night and the 
fellow said he\l ju^t heard mv com- 
mercial on fm and conid I do the car- 
peting in his home right awav. 1 fig- 



ured nun he this fni r(*a!l\ did ha\c 
an iin[>act. \iid after I figured on 
the back *>f a [)iere of j^aper that the 
telephone call wa> for more than 
.S'L.IOO worth of carpeting - well. 1 
i[iie>.>; I eot a little bit more than mv 
SIO worth. ' 

^nllington'^ WSLS-FM campaign 
has ini|)ressed him more from the 
<[iialit) than the quantit\ ^tan(l|><)int. 
**W eVe Old) on once a week, on 
Moiida\ nights, with a otie-niinnte 
eomniereial." he >a\s. "but the |>eo. 
pie this cominercia! ha> brought into 
the store are exactly thr people I 
w anted to reach. 1'lie\ Ve not inter- 
ested in w indow shopping. When 
the\ come in they're prett\ well j^re- 
sold. and the majorit\ of them men- 
tion the fm commercial tlie\ heard 
over WSLS." 

Ibillington's enthn>iasiu !ia> made 
him W SL.'^-FMV mo>t \ erbal and ef- 
fectise salesman. '*We'\e got a little 
ohi store prettv innch out of tht* 
main>tream of the ^flopping center 
area." be takes |)leasure in telling 
other.s. "and when a >iii£rle on<'-niiii- 
ute commercial bring> that many 
[>e(j|>le to iii\ door each week, then 
I know Fm usinir a inedinm that's 

L 

just right for me. I'd a h>t rather 
be on fm than that clickety c fa* kin' 
bang-bans thinir the\ call radio thc-e 
da\s." ^ 
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PICK-UP for Illinois Bell-sponsored high school basketbdll tournament this year was handled by WBKB (TV), Chicago, and fed to I I other stations 

BASKETBALL BUILDS AN IMAGE 



^ Illinois Hell lias foiiiid llio oiici*-a-year shot as spon- 
sor of stall* toiiriiaineiit on li^levision an iiiiage-hnililcr 

^ Company slarliMl with Iv jirograin 10 yi^ars a<!;o as 
piihlio n^lalions iiiovi* to n^ernil inoro yoniijj; iMiiployees 



CIIICACO 

WW luMi llllnoiii TrK^plioiK^ 
C(>m])an\ (an afliliate of A'l&T) 
s|>oii>(U(m1 [\w A'Mc hi^h school as>M- 
ciatioii Itaskcthall t(Hiniain(*iit in 1952. 
llio (f>iii])au} had no idea lliat the 
ini(hM takin*: would gvo\\ into ;ni an- 
nual cvcnl of stah'-\\ido |>r<nnin<Mi(H* 
al(Mit to thai of the major 
h'a<ine>. Xow headed into its t\v(dfth 
\eai, thl> \(Miti]i(* has assuuKHl |)ro- 
])oi tiun< ait|)roiirlnn^ iho^e of nel- 
w (trk jtro^rani |ineka*rin*i for the 
teh*|)hon** eon)|)an\ and ll> a'zenc) . 



N. W. A) or Son, Chicago: and i> 
consi(h*rcd so |)i(tfcssivtnally han- 
(Med, that last month the |)rodnelion 
rec(M\ed an l']nnn\ aw ard ixoin the 
Chlcaf3;o chapter, Aeadenn of Tele\ i- 
sion Arts & Science^. 

I h(* once-a-\ear telecast on a 12- 
stali*>n linenj) covering the slate 
serves Illinois Hell in two jiarlicndar 
arenas, aeeoiding to W illiani G. Stern, 
ad\erti>in^ manager. 

First, he sa\ s, it works a> an imafro 
hnilder for the com|)ain. Illinois 
Hell Constantly slrixc^ for S|>onsor 



identification with puhlie service and 
infornialixe >hows in all its television 
efforts. The high school haskelball 
tournament telecast pro\ides an op- 
]>ortunit\ t(t eonve\ institutional and 
what the jdione eompau) calls "ser\- 
ice aid" connnercials. informing 

• 

viewers (all of who are Illinois Bell 
suhserihers) of sueh innovations as 
area codes and all-numher dialing. 

Sf^cond in im|)ortance. according 
to Stern, are the straight-sell eoni- 
moreials — and \er} soft sell, at that, 
he sa\s. Only ahoul 25^^ of the 
total eounnereial lime is devoted to a 
|)ilcli reminding \ iewers of new 
e(]ui|)nient axailahle for home use. 
such as Prince.^s ]ihones. wall |)liones. 
hell chimes. e\len>ion and second 
line cvMuenienees. 

Illinois Hell is a Iv-oriented ad\er- 
liser. s|)ending ahont 50% of its an- 
nual hndgel in the medium. In ad- 
dition to the high scluud basketball 
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(tm iianicnt>. which iiccouiil^ fm ap- 
J)i(t\iiiuit<*l\ 10' < of iht* total, thr 
ji*oin[)iiii\ ^|K)n^()I^ ;i l.l-ininiite late- 
lex CM in;: tiew > >tri[) t\\ i( e \\e(*kl\ on 
IjW'HH.M-'lA'. and ^(ncM-al times a \eiir 
picks up th(* tab for local specials 
^entitled. / Sec CJiirav^o, also pro- 
xluced by the station. In past \ears 
Niis sponsor has hacked s\ ndicated 
[rnns of / ictory at Sea. 

Aecordin*: to Stern, 1 Hi no is H(dl 
aims for '^poii^or>hip of shows that 
!indieat(* coiinminit\ and state inter- 
St. and. in adflition to eiitertaiii- 
nent \ alue. ( ontain informati\e ele- 
uents. In the case of hacking the 
ii*:li school a^>o( iation basketball 
ournanient^. >a\ s Stern, mnch e\- 
itenient and c^nu ersation has con- 
»iistentl\ been >timulated. 

This undertaking, begun ele\ en 
\ears ago as an (experiment, had po- 
ential for de\elopnuMit. IHiiioi? Hell 
felt. lnitiall\. tlie vehicle \va< used 
LIS a public relations \ enture, de- 
-igned to aid the program of recruit- 
ing good \ oung enipIo\ ees. w Inch. 
Jt that time. \\a^ >e\erel\ lajruiri". 

Since the fiv^t telecast in 1932. 
Illinois Bell feels that tournament 
*ponsor>bip ha?- progressi\ el\ in- 
reased it> \alue to them. Both the 
ompain and .\\er regard the ven- 
ure — alon*: with the ensuini? com- 
dexities — well worth the Cf)ntinn- 
ni: efTort. 

Getting the tournament on the air 
-ach \ear in\olves enormous admin- 
tstrative detail. Rick Ilawiey. account 
epresentati\ e at A\er. and eo-ordi- 
lator of all tournament acti\ity for 
dllinois Bell, sin^: "A \ enture of this 
nature retiuire-^ a great deal of time. 
Man\ policies mu>t be formulated 
hkI enforced. XaturalK we are guid- 
d b\ the \ \r» Cfule of Good Prac- 
ice. but we like to think we are a 
J:reat deal more exacting than the 
ode sti]>ulates. For examjile, avc 
urogram ab^oluteK no commercials 
letween the time a game begins and 
he end of the fir-t half. We main- 
ain the saint* moratorium durins the 
secoiifl half." 

The basketball tournament is actu- 
dly on the air four times during 
i)lav-ofr weekend. Besiinnins on F"ri- 
la\ at about 1:00 p.m.. it runs until 
kOO. resuming a<rain in the evening 
tit 7:30 until about 10:45. On Satur- 



COURTEOUS use of telephone 
by teenagers was omphaslied In 
Illinois Bell commercials this 
year, here Illustrated by stills 
from a spot In which teenaged 
daughter . . . 





da\ . the same kind of a s( hedule i> 
followed, making a total of about 11 
tele\i>ed hours out of the ol ])la\ed 
in tlu* tournament. Of the total time 
fluving the tw()-da\ teleca>t. llawle\ 
points out that about r»0 minutes of 
commercial time are inv(d\ed. 

Tinu* clearance on tin* 12->tation 
lineup i> aiU)ther one of the agenc\ 
respon>il)ilities in connection w ith 
this marathon (nent. "'Proper choice 
f)f afTdiates is just as important to 
us as it is to an\ other network. ' 
sa\ s Ilaw le\ . The initial acti\ ity 
with stations occurs in July w hen 
the agenc\- ctMitacts them for cost^. 
and outlines w hat w ill be required 
from the originating >tation in re- 
gard to air time and remote facilities 
for pick-u]) of the game^ which ar(* 
pla\ ed at the rniver>it\ of Illinois 
campu^. 

The 19(»2 tournament, last .Mandi. 
originated via W BKB (AHC-T\ i. 
Chicago, and was carried on the>e 
stations co\erin£r the state: WGIU'. 
and W'CIA. Ch a mpa ig n - U rb a na: 
WTCn. Danxille: WTVP. Decatur: 
WSIL-TV. llarrishur-: WMHD-TV, 



. . . spealcs to her mother. N. W. 
Ayer agency used a light ap- 
proach to basic telephone man- 
ners, stressed that teens not mo- 
nopollie the family phone, but 
share party line 



Peoria: W CKMTN . Quinc\ : W KI A. 
Rockford: \\TIBF-T\ . Rock Uland: 
W ICS. Springfielfl : and K171 C. an 
educational channel in St. Lnui>. 

Illinois Bell, not inter(*sted in to- 
tal >pousor^hip on Tridax. niak(»> ar- 
ranneuKMits with ^ome of the >tati<tn> 
for local >ell-ofr on that da\. 

l'!xclusi\e tele\ision rigbt- for 
g"anie> a re ])uvchased from the Illi- 
nois High School A>^ociation. an 
organization made U[) of high school 
principals. I bis a^^o( iation. and of. 
ficials of the Uni\ er>it\ of 1 llinni>. 
must appro\e all commercial con- 
tent of the telecasts earl\ in March. 

Asitle from legal and technical de- 
tail> in\<)l\(*d in tele\i>inir the tour- 
nam(Mits, there i> al>o what Ilawiey 
calls the "romantic side" to the show 
— a few" items that htdp make the 
production unic|U(*: 

lllinoi> Bell's rir>t sponsorship of 
th(* tournament in 19.">2 was the rir>t 
time a teleca-t ever originated from 
the Tnixersity of Illinois. 

During earl\ telecast*-, the nuijur- 
it\ of Illinois Hell commercials were 
li\e. prfKluced in Chicago antl put 
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TvAR GOES A-TILTING 

^ Station rep firm's new Maytinie tilt' stndy sliows 
'<j;reater tilt' among tv nets' a.m. shows than p.m. shows 

^ TvAK execntive hits 'apples vs. oranges' comparison 
in reply to NB(] attack on 'nighttime tilt** presentation 



into th<* network feed. F^ecaiise of 
the (>l)viou> ]iroMerii> (H)/inec-te<l with 
eonimcrelals. and with the ad- 
\ ent of videola[)(?. tlie pracliee w^as 
disronlinne{K 'V\s far as we know,'* 
Hawh'v sav>, "w e were the firsl to 
use \i<l(Mita|>e eonnnereiaN on an in- 
sert basis," 

\ de>ire fo/ innovation- the w ish 
lo hring >oinethirif> new an{l differ- 
ent to eaeli )ear'> tournament teh*- 
east Mn)ti\ ates ih<* pho/ie eom[)an\ 
and \\<T. in the aieas of hotli coni- 
niereial prod net i(»n and game pro- 
d ueti<ni, 

1 )uring the pa>t x^a^on, some of 
th<' eonini<M'<Mals were ainn'd at te<Mi- 
airer>. denKjnstrating courteous usage 
of the telephone, and enipliasizing 
hasie teh^phone manners, A}er used 
a \er\ llglit approach in creating 

'se eon)/n(»rcials ^\hich stressed 
don't - monopolize -the. - family -pli<nie. 
and share-the-part\ -line. 

Haw ley ,sa\s that although tele- 
phone <»\ten^i<>ns and s<vond lines are 
on the increase in honi<*s covered by 
ll^moi^ riidl. iherc arc no rtgurc> 
availahh* on how much of this in- 
crease is <luc to tiHMiage demand. 
In addition, he points out that re- 
siMreh of tonrnamcnt viewers shows 
the andien<-e as pr<Mlominately adult. 

Hatings for the games average 
about 2.9 or 3.0. often out-pulling 
the Satnr<la\ night network block- 
bn>ters on final game night. Illinois 
an enthusiastic l)a>ketl>all state, 
llawlcv reports, a faet proved by the 
mail response to givc-awav offers. 

Of the mail pnlL William Stern 
sa\s that after each tournament his 
ronipany receives hundreds of thank 
yon lettiMS, ^ome of them mention- 
ing appreciation for the soft-sell com- 
mercials. 

Mern -av--. too, thai although t(nir- 
namcnt ratings arc not taken eaeh 
\car. tlx* eost-pcr-1.000 is about 
^1.00. 'I ho eom])a/iy feels that spon- 
'-orshif) of mich a well-received show 
w<iiks well for them bernuse of the 
image building for which Illinois 
Hell stri\(*'^. 

"l,a(h \ear we tr\ to brin*; some- 
tiling n(*w and diiT(M(Mit to the tele- 
cast. * sa\ llawlcv, 'Mn former \ear>* 
weVe gone dow/i into the drcssin" 
roi»m^ t(> pi{k np winning tcam>*. gi\- 
(l*lrasr turn to pnicr lO^i 




PAUSING fo answer NBC. TvAR v.p. Rob- 
ert M. Hoffman is back from a 'tilt' tour 



In its 22 jiinuary issue, SI*0NS0K 
I an an arfic/r on a TvAR presenta- 
tion entitled ''Tilt —the After-Math of 
Xetivork Television. ' The study — to 
he painfully brief elaimed that tv 
netivorl's not only do not reaeh the 
audienee potential in the top 20 mar- 
Lets u hirh eontain 5.V *' of all L . S. 
tv homes, bat rather ^'tilt'' away from 
reaching this potential. XB(J refuted 
th is stn dy in a s ix-j ya^e hu llet in . 
*' Leveling: Out the Slant in the TvAlx 
Tilt Study," tepoited in .sim)Nsoe{. ]P> 
June. The uetworli claimed that the 
station rep (inn overstated coveraf^e of 
the top 20 maihefs a ith its 53^i fig- 
ure. It also said the top 20 markets 
consist of ^Unetro" and *\)utsi(le*' 
areas, of u hirh the latter are a honas 
to Oil vert iseis n ho buy the top 20. 
The ueh aLso mentioned the favorable 
cost of netnarL tv advertisinp; in the 
top 20. In the carrent issue, the 
third r(nunl ' (omes up as TvAR 
refutes \RC\s refutation. 



WW c certauHV iiave no nitention 
of getting into a paragraph bv -para- 
graph 'research war' with NBC over 
its 'bulletin' attacking our 'till' 
stud\.'' TvAH's marketing and re- 
sean h vice president. Robert M. HofT- 
mau, told si*o.NSOK. 

"\\V believe that ?SRC has missed 
the point of our presentation." he 
continued, "w hich is aimed at pro- 
moting the more efTective use of tele- 
vision by national advertisers. What 
v\e*rc saving — and v\e can prove it — 
is that network television d<divers un- 
c<pial advertising pressure from mar- 
ket to market. For that reason, a 
cond)ination of network and .spot is 
a *must' if advertisers are to derive 
th<» maximum beiit^fits from televi- 
sion."' 

In analyzing the NBC bulletin 
which rebutted the Tv AH study. Hoff- 
man charged the n<*twork. at one 
point, resorts to an "'apples vs. 
oranges'* e<Mnparison. 

Having stated this and other dis- 
agreements with the bulletin, he theu 
\\<*nt on to claim that there e\i>ts not 
onlv a ''nighttime tilt"' for network 
programs, bnl also a '*davtime tilt" 
which is even bigger than nighttime's. 

The table and eharl dealing with 
this "davt/me tilt*" ha\c jnst been 
(H)mpleted after months of work and 
arc pres<*nted here exclusively, 

What disturbs llofTman most about 
the \BC hnllctin is what it does not 
sa\. particularlv the absence of any 
eonnncnt p<*rtaining to that part of 
the "tilt" stndv which claims that 
"si/nilar-tv pe programs whose audi- 
eruH's are v irtnallv etinal on a nn- 
lional ba^is are wholly uni)redietalile 
on a local basis."" iSee table on page 

:v).) 

In a four-page correspondence to 
the Tv \l\ staff. Hoffman also con- 
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IN NET TV'S DAYTIME LISTS 



tends that "rc^rardlrss of uhcthei- ilu* 
top 20 inarkots ronlain , 52*"^, 
or SOS' of ihv tcltnision h<>ni('< in 
the ruitcd Stales, the fart remains: 
"Almost half of th(* iiifihttime pio- 
^rains TvAI^ checked have a ^eri(»ns 
tilt . , . awav from the market> where 



ad\ erlisers need tlu* nio^t pre^^^ure. 
(As pointed out in onr j>resentation, 
'M of ihe 60 ni^ihttiuic network show^ 
reeei\ e onlv ',\r>^~( io 4.")*^ < of their 
audience for the top 20 markets,) 

"\HCV ow u aiud\ ^i^. " ihe inter- 
olliee memo eoiitiruie*^. ''relating: to 



metiitpolitau aiea^ wilhiii ihe lop 2(J 
t\ urarkrN. (daim that thc^e arca^ ac- 
count for .^6' f of the t\ honu's In 
the conrrtr), Thi^ ^amf anal\^i^ w- 
\ eal> lhat o\ er of thr rrctw ork 

programs (23 out of f)."^! attract ouK 
23'^, to 31 of diclr national audi- 




TvAR table implies ^equaT programs see-saw in some markets 

Homes Reach (000) Nov. 1361 Audience Variation 

Make Room Loretta Make Room For Daddy 

For Daddy Young vs. 

(NBC) (NBC) Loretta Young 



TOTAL AUDIENCE 


3,333 


3,321 


LT 


NEW YORK 


111 


OeLO 


T /O 


LOS ANGELES 


54 


130 


— 58% 


CHICAGO 


141 


149 


- 5% 


PHILADELPHIA 


142 


145 


- 2% 


BOSTON 


170 


117 


^ 45% 


DETROIT 


69 


39 


~h 77% 


SAN FRANCISCO 


40 


61 


- 34% 


CLEVELAND 


119 


76 


57% 


PITTSBURGH 


64 


37 


-r 73% 


WASHINGTON 


34 


36 


- 6% 


ST. LOUIS 


47 


50 


- 6% 


DALLAS-FT. WORTH 


21 


35 


- 40% 


MINNEAPOLIS-ST. PAUL 


29 


21 


- 38% 


CINCINNATI 


44 


40 


4- 10% 


BALTIMORE 


46 


23 


1-100% 


HARTFORD-N. HAVEN-N, BRITAIN 


14 


10 


4- 40% 


PROVIDENCE 


30 


24 


+ 25% 


INDIANAPOLIS 


56 


46 


4- 22% 


MILWAUKEE 


50 


42 


19% 


CHARLOTTE 


19 


15 


- 27% 


I.T--I^'ss (htm I'^r 

S«HJrce .MOV >;o\ ember l^f^l Coniput<>,i rr^ m iiuhvi^rual 


inaiket by market audlt-nce ><i:a :- 


ARlt Tele\Slon Ma r Mjnmiar; 3" 
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Exclusive: TvAR's 'daytime tilt' chart 



ALL TV FAMILIKS 

K(l«;c of \ieht 

^ oiiiJt: 1 h WaUmr 

St-* let Storm 

\> Thr Vi oritt riirn5 

Hrij:lit»T [>ay 

Hdust- Party 

I'lav ^ our Munch 
t'rulh (h t on'^cqiUTM 
In Court 

t.on-tUi ^ ouiig: 
"^av W Ik II 

r 

t.oiHfitlration 
Here's HolU vi<M»d 
J.nn Murray 

Millionairr 
l*ri(e U Wi^hi 
Wrdict Is \ out^ 
t.";it«*nclar 
\^}\fr of Lift- 

t^nioiifUi?*- 
I Lo\f Lm*y 

(^►utv-it For X Djy 
Sfjr{ti for Tonn/rro« 

((itiMif)^' I ight 

\\ lio ^ on Tr(i''t 
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DERIVING its percentages from ARB's Television Market Summary (November sweep), TvAR 
claims that 28 oi 29 daytimers fail to deliver 'top 20' markets audience potential (53%) 



CMCr ill tlif^c 'inner areas. 

' riii> poiiil.v up the ^iz<»aMe till 
llial e\i-l> e^rii within the narrow 
confines of the 'met ro area" where 
there are no eo\'erag:e (HiTerenees.' 

Ih)fTiiKin"> ini>si\ c gi\ es short 
thrift to the wehV **e()>r' aitiuiiienl: 
Tlie ( ()>l factor i> entireh irrele\ an! 
insofar till is eoneerned. lis in- 
ehision h\ MU a])j)eurs to he noth- 
ing more tlian an attempt to phicute 
a<l\erli>ei> who ina\ have tjuahiis re- 
jrardin*; theii nelw ork hin a> a re- 
sult of tilt. 

Ih* tlieii speeds on: In eril iei/.iiig 
T\ \ir> < <>\eraj;<* factor for th(* top 
20 leh'\i>ioii niarket> i7^7y^''^ ), \]]C 
Uses an "apph^y \ s. oraii<j:es' com- 
pai ison hdw ecu incMx idual nelw ork 
co\(Maiie and market eo\era"e. ^I»C 
poiiiU out lhal its (»iTecli\e co\eia<ie 
with these markets is lo'r. 

"nowe\er/* the T\ \K \ ccp con- 
tin ne>. ''in the same hreatli. N I^C 
prcsciils th(* prime reason win >ueh 
a coinpai ison is iiivahd h\ slating : 



A'/V/p/e uctu'Ork has the best sla- 
lion ill every market ' IJecause of 
this, top 20 market co\erafre cannot 
l>e ctpiated w ith co\ erajze j>ro\ ithnl 
l>\ an\ siii<rie network's lineup of 
alhliales. 

I lofTnian furUuM* conniient.s lhal 
''this \IjC slatennMit also j>ro\ id<*s 
one of the hasic reasons wh\ net- 
work ath ei tisers must include spot 
h in llieir media plans if their eani- 
j)aign is to achieve maximum elTec- 
li\ eiK^ss." 

lit* ends his eoiinmniiealioii to the 
siafT h\ stalin<r. ''Onr initial slate 
iiienl which atxdinpaiiied the release 
of *rih' slill applies: 'Aetwork pro- 
grams, when used alone, do not ]>er- 
mil in a rk<4 -regulated a d vert i s i ii g 
pressure! 

Turning aside from ihe XHC hulle- 
tin. llolTinaii said that he and Hohert 
M. MeGredv. TvAK's e\eenti\e \'ice 
]>resiilent. Iia\<* heeu travtding t»\leii- 
si\el\ lo\er 12,000 mil(»s coasl-to- 
eoasl) with the "Till" presenlalion. 



"W'e ha\ e heen l ill-im;.' UofTman 
said, "for the past fne months be- 
fore 63 agencies and 33 national ad- 
\erli.sers. We ha\e shown the Tilt 
j)resentation lo 502 j)eoj>Ie and ha\e 
distrihnted o\ er 1,000 copies of ihe 
Tilt hooklel." 

AIosl of the agencies and ad\-erlis- 
ers who lia\ e heen reached are those 
who '*pul ihe bulk of their t\^ dollars 
into network programs/' lIofTman 
said. Tliev include: 

Xational Hiseuil Co.. Quaker Oats. 
C. Johnson. Armour. Kaiser In- 
dustries. Kraft. Gulf Oil Co.. Alumi- 
num Co. of America. 01in-Malhic»sen. 
Carnation Co.. and International 
Shoes. 

Meanwhile, hack at the station rep 
firm while the two execs were on the 
road, the T\AR slafT was anahzing 
'*lhe network l\' lilt for da\lime pro- 
grams in response to queries from 
aiiencies and adxerlisers. ' 

This stud\ (see chart alongside) 

I. 

embraces 29 programs, aired from 
9 a.m. lo 6 ]).m., whose appeal is pri- 
inarih* adult. 

The measurenienl of ''daytime till" 
ictpiired exaininalioii of each of the 
loeal ARB reports issued in Xo\ em- 
ber (when AKB conducts its national 
sweep) to deri\e the market dn -mar- 
ket audi(Mices for each da\time pro- 
gram. This means that the audience 
was totaled for each of the 29 pro- 
grams in each of ARB s 242 markets 
where a program was carried. 

This tabulation £:a\e a national 
audience total for each program. A 
similar total was then deii\ed for 
each of the top 20 markets. Thus 
when the top- 20 figure for a pr(\iirani 
is di\ided h\ lhal program's total. 
T\'AR is able to list that program's 
percentage of national audience in 
the top 20 markets. 

Parenlbetiealb . T\ Alv notes thai 
"Since the release of onr lilt snr\-e\, 
rc\ ised count) -h\ -eounh' figures on 
1\ ownership ha\ e been issued b\" 
\RH. From thes(» figures, we find that 
the 'toj) 20' tv niarket> whieli jjre- 
\-iousl\ accounted for S.S'^r of all the 
t\ homes in the connlr} now contain 
.'S3'^f of these homes.' 

From this anahsis. T\ AK claims 
that ''ther<» is a greater till among 
network da\tinie programs than was 

(Please tui n to pac^e 51 ) 
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NBC's PRESS department Is sending these "Personally Yours Attache Kits" to tv newspaper editors and station promotion men in the top 30 
markets. CBS promotion department will mall a styrene container kit with press, promotion, and advertising matter for each progam to each station 



Tv turns to tv to build audience 



^ Fewer dollars in print, more on on-llie-air promos 
is the formula the networks will foUoAV this season 

^ Increase in the ininiher of tv stations, rise in set 
ow^ncrship, and cost factors are heliind recent shift 



T here \\ as a time, as recent as 
three-four years a^o. that Lahor Day 
l>rouprht a bonanza of tune-in adver- 
tising to the daily newspapers of the 
top 25 markets. For. early in Sep- 
tember, when the new fall program 
schedule came acio-s the video tubes, 
the networks and the local stations 
fought for audiences with disjday 
?pace on the t\ listing pages. 

At its peak these in?ertions eo>t 
each of the networks a? much as SI 
million a \ear. And the cumulative 
effect was chaos as the insertions 
cancelled each other and confused 
the viewer. 

What the^e insertions did do. and 
had been doing since 1949. was 



building the total tele\ision audi- 
ence, getting i^eople to buy sets and, 
at the same time, helping to get 
s|)onsors and get station clearance.^. 

This \ear. those million-dollar 
budgets are going into on-the-air pro- 
mo? rather than into tune-in a{l\er- 
ti^ting. And into more intensive pro- 
nioti*)n and publicity campaigns. 

Not that tunc- in ad\ ertising w ill 
di>a|)pear this fall. Hut most of the 
tune-in insert icnis will be jjlaced bv 
afliilates using network co-oj) adver- 
tising dollars and the network ad\er- 
tising will be more institutional in 
content and will appear in fewer jia- 
pers in fewer markets. 

A? one network e\ecuti\e jiut it. 



"A network program promo today 
will reach 10-20 million viewer^, all 
with a set and each one interested in 
television. And the price is right.'' 

Or, as another |)romotion man ex- 
plained. ''\\ lieu set ownershij) reached 
saturation, w e were hap|)v to get 
away from the pre>>^ure of >p()U>or- 
asking A\'liat are you going t*) do f*>r 
my program?' and crying for tune- 
in insertions." 

And a third network ])*)H(y maker 
said. "Kach year we are in the |)osi. 
tion of beiuir an ad\erti>(»r introdnc- 
iug 10 or new pnuhict^ in the hor- 
ribh short time of six to eiiiht weeks. 
We know all ad\ ertising media are 
efTccti\e. We found we ( an get more 
rating point? for fe\ser dollar? and 
^ret them faster b\ u^inir on-the-air 
j)rogram promo?. W e u?e new?pa|ier 
adverti?ing but not to build audience- 
We use it to reach -|)(vinl. articulate 
groups of peo|)le who are important 
t(» the induct r\ ." 

Obviou?l\. so pregnant a shift in 
promotion emphasis did not hajipen 
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THE HEARTBEAT HEARD 'ROUND THE WORLD 






FULL PAGE institutional advertising, similar to this NBC insertion, in selected papers and few 
maritets replace the big tune-in space that flooded the tv page up to three years ag o 



()\ <M iii^ilit. And a luiinlxT of (le\'el- 
()|)inoiil> innueiictMl ihr end irsiill. 

Out' of tlu*,M' was the increase in 
tln^ number of t\' >t;ition>. This meant 
more single-network aililiations and 
ni<tr<* ooni|>etition Ix-tueen aililiates in 
nior<* niai k('t>. /\nd more enijihasis 
on the no(Ml for and \ ahie of good 
l<*ral station jjroinotion. \ lui- the 
networks now ean and do work with 
and thr(uigh (he ad\erti>in^. jironio- 
tion. and pnhlicity men of the affili- 
ated stations in most of the 200 mar- 
kets. 

Vnothor factor \va^ the 160 or 
more Htation^ ow n(Ml rntiiely or in 
part hv neu-j)a|»ers. Tn mo>t of these 
markets tlu; new sj)a|>er and station 



have a time; for space swap deal 
similar to the promotion tio-uj> be- 
tween Tl (juide and tln^ indi\ idual 
stations. 1 Ik* networks, on*^ i>i which 
has 5.'^ aniiiates that are associat(Ml 
witli new sj)aj>ers. (M)iild h*a\o the local 
scene to the local men and lake a 
long, hard look at things. 

And that look, the single most 
sianifieant factor in llu^ ehanirc in 
emphasis, .showed that it was time to 
wonder about the walne of n<'W'spapcr 
tune-in a<ls. It sho\v(*d tv ^et owner- 
shiji at cloM' to saturalion and net- 
work an<liene<'s so l)ig as to need in- 
sertions ill almost e\ <'r\' daily paj>er 
if the rating were to be nppcd. 

On(* of the first looks was taken in 



1939 b\ ens. I .sing a\ aila!)le infor- 
mation they learned that an a\'erage 
program with an average audience of 
9 million homes w ould increase its 
audience bv one-third of a ratinj? 
point: that a ''speciab' show would 
go nj) by one rating point. Granted 
this was based on the reader.^hip of a 
3()0-line ad In nine newspapers with 
a total circulation of 6 million — it 
was still reason enough for CBS to 
start ebe(*king. 

The CHS field test, done in 1960, 
consisted of an expenditure of $250-, 
000 for 200dine insertions in 110 
markets. The result: A greater share 
of the audience increase for ISBC ! 
\iid NHC did no tune-in ad\'ertising ! 

The next look eame in April 1060 
wh(»n DuPont did a test of the efTec- 
ti\encss of tune-in ad\ertisinii for its 
Show of the Month series. Accord- 
ing to an article by James C, Beck- 
ludl Jr.. of DuPont's ad\ ertising re- 
search section, in the Journal of Ad- 
vertising Research for March 1061 : 

''Twenty-one cities were randomly 
a^signed to groups recei\'ing normal, 
double and no tune-in afl\ ertising for 
a special tv program. Coincidental 
\iewing measures indicated that the 
ads had no efTect on audience size, 
but may ha\'e ser\'ed to decrease au- 
dience \ariability,'' 

Then in 1061 \BC approj)riatetl 
.SI 00.000 to test the efTectiveness of 
on-tbe-air saturation promo eam- 
paigiis. With the belj) of 20 affiliated 
stations who used the promos and 
fne difTerent program producers 
who kc\ed their j)rograms to the test, 
\1>C saw the experiment deliver a 15 
to 20^^ increase in share of audience. 

That was followed early in 1962 
b\ a fnlbnedgcMl studv of the relati\'e 
\ ahic (jf tune-in ads in new sj:iaj>ers vs 
TT Guide vs cni-thc-air promos. \s 
XBC e\j)lained to its affiliates; 

''The research consisted of a care- 
fully controlled test market plan in 
which the programs, markets, and 
advertising! treatments were svs- 
t(Mnatically rotated so that each mar- 
ket and <*a(;h j^rogram veeei\ed <'acb 
t\j>c of ad\erti>ing. To insure rclia- 
bilitv the test iinolvcd 16 programs. 
20 markets an<l a sample <if 115.000 
coincidental telej)honc inter\'iew\s." 

Ka(di medium was analyzed in 
terms of cost cfficiencv. i.e., the cost 

■ 

(Please turn to page 51 ) 
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Media people: 
what they are doing 
and saying 



TIMEBUYER'S 
CORNER 




(ioi^lou Fall Ian <L who was iiuMlia <l iiMM'tor at YX I.os Aii- 
^elos, lias IxHMi Iraiislrrrrd to llio Now ^ ork ofruM' . . . !{<)\v<Mia 
l*oarl has horn ap|)<)int<Ml iiKMlia <liro<^t<n' of Dnnay,^ ! ! irs<*h ^JC" 
Lowis, whorr shoMI siiprrvisr IOnn'ii<*o toys and <>lh<M*s . . . Na- 
tional K\])<)ii Ad vo^li^^n^ !?^<M*viro nia<h^ Khins W'<^rn<*r its 
radio/lv dinM*lor . . , Woh Lazal<M*a is now a nuMlia siiporvisor 
at D'Arry, handling l*hiid Stamps, (M*rh<M\ (^<MUM'al Tiro, and 
Stinhdniker. 



9\ 






DISCUSSING a presentation made by KELO-TV, Sioux Falls, South Dalcota. at a recent 
luncheon in New Yorlc, are (l-r) Lawrence Barmatel and Steve Heller of Benton & 
Bowles; and Evans Nord, who is the station's vice president and general manager 

Thins^s you should know about Fuller c^* '>tnith <t Ross. AVh' York: 
Donald E. Le{inard. v. p. and div(uior of media of the iXew York oflice. 
which handles 3i> aceounts. einpha>izes. "Our type {)f accounts require 
that wc u^e qualilati\e measurements, not ju^t {|uantilati\ e. W e consider 
audience characlevisties and analyze the demands of each elient'> mar- 
kelinji ohjecli\ es.'" 

The a<;<Miey has a <:<)od workin*; r<dntionship witli reps and 
holieves in keepin*; thoni well informed. Kv<*ryone says this, of 
eonrse, hnt FiJtS&R aetiially praetiees it. The nu'dia <h*partmeiit 
fre<piently has an open house an<l other affairs to aeipiaint r<*ps 
with advanees in media r<*»*eareh an<l teehni<|iies. 

F&S&H also hell eves in a jilanned ])rogiani of education in media for 
personnel, Ue£:ulaily scheduled session-^ are conducted ihroujrhout the 

(Please turn to page 4 i) 




Maybe you haven't seen our news 
paper ads and taxi posters — the 
ones that say "Music to Hug 
Bumpers By" and "Music to Sew 
Buttons on By" and things like 
that, but the idea of them is to 
remind people that WEZE's Won- 
derful World of Music is the 
sort of music everybody enjoys, 
whether they're businessmen or 
housewives, suburbanites or city 
dwellers, newly weds or grand 
parents. Thinking up the headlines 
wasn't hard at all — the trouble 
came when our secretary got car- 
ried away and began submitting 
headlines of her own. 

"How about 'Music to Wave Bye- 
Bye By'," she suggested. 

"Too young," we said, "That'd be 
the toddler group and our audi- 
ence is a bit older. People old 
enough to earn money and spend 
it, that's our listeners." 



"All right, then," she said. "Try 
'Music to Be Inaugurated By/ 
That's older." 



"Too narrow," we pointed out. 
"Only one person can be inaugu- 
rated at a time, but our audience 
is enormous." 

Our secretary isn't a girl who 
gives up easily, though, and the 
suggestions are still trickling in 
at the rate of one or two a day. 
Only thing that bothers us is that 
now they're mostly along the 
lines of "Music to Bawl Out Your 
Boss By." Do you suppose that 
means something? 



Sincerely, 




BOSTON 



Arthur E. Haley 
General Manager 



P S. We can back up all this business 
about how large WEZE's audience is. 
and what a lot of money they have to 
spend, and how much they tike to 
spend It. with actual facts and figures 
if you'd like to see them. Just wnte or 
phone me at WEZE. Statter Office 
Building. Boston. Mass., Liberty 
2-1717. Of contact your nearest Robert 
E. Eastman representative. 
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AGAIN 
and AGAIN 
and AGAIN 




is FIRST IN TULSA 

and the 21 County Advertiser Area 



Noiv in the 

6th YEAR of 

CONSECUTIVE 1ST PLACE RATINGS 




QUALITY • COMMUNITY SERVICE 

Represented nationally 
by Adam Young, Inc. 

Another Station of 

KAKC — Tulsa 

KBEA-KBEY/FM 

Kansas City 

KXYZ-KXYZ/FM 

^ i . . , Houston 
One of America s 

Fastest Growing Radio Groups 
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are always 

found in 
Timebuyers 

of the U.S. 

(Don't be fooled 
by the handy» 
pocket-sized 
format. This 
directory is 
I packed with a 
complete list- 
ing of timebuy- 
ers and their 
accounts, in 21 

cities which represent 95% of all 
radio/tv spot business.) 

$1.50 

SPONSOR 




555 Fifth Avenue, N. Y. 17 




TIMEBUYER'S 
CORNER 



{Continued jrom page 43) 




year for il^ nu'dia people, ranging fitun ei^liinalor^ through buyers, to 
(liseu>^ tlie rea^on^ for specifie media deei^ions. 

'Vhv all-iuedia Imviii^ svstoiu is usod, Savs Hernard KaMini8- 
soii^ mIio is associate niodia director. feel that a Inner 

hhonld he experienced in >vhal the ad dollar Iniys in all areas/' 
Anion*: the a<:eney acconnls Mhieh Kasninsj^en supervises are 
Aleoa^ Horden ChemieaK an<l the National Cotton Council. 




BRAINSTORMING it while getting some fresh air after lunch are (l-r) Roger Morrison, 
assistant buyer on Ford at JWT; Franic Ragsdale, general manager of WTVM, Columbus, 
Ga.; Harold Veltman, head buyer on Ford; and Bud Curran, Adam Young staffer 

They promote from w ilhiii. wlieiever po^i^ihle. Dorothy Shahiniaii 
began a? an estimator and now is exeeiilive assistant to Leonard. She is 
in charge of l)u\ing on siieli aeeounls Coals Clark. Conimerieal 
Solvents, anri CKXKSCO. Frank Delanev. another huver with years of 
ex])(*rienee, buys on all the Lehn & Fink prodiuis. Handing a great range 
of aeeount^ is Donald Seandlin. wliose aeeonnls ineliide Aleoa Sleam- 
>hip and the Xalit)nal A>->oeialioii of lloniebnilders. 

Peter Uoi kovit/^ assisted hv lloMard [.elehnk^ >vorlvs on AnuM'- 
iean Optical. Cool-Kay. Henanlt^ and other accounts. Annette 
Yonuj; is export media ingr, and supervises the hiiyin<: on all 
hnvin;: <h»n<> for FtS:SXH International. Mliicli lias 72 alliliates in 
79 conntries. llea<lin<: up a group of six estinnitors is Lucille 
Giorelli. 

Th(*r(* is nnnsual r-fxjpcralion between nu^lia and llie ae(M>unl group at 
l-'ivS^lH. and nuMlia diieelor Leonard afTeelionaleh refers lo his deparl- 
nienl as "a ()n(*-slop >hopping eenler for aeeoinil e\eeuli\es. ' ^ 
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Capsule case histories of successful 
local and regional radio campaigns 



HOTELS 

SI'ONSOH: Tatrirk lUms Ilotrl \(;KM ^ . Dirocl 

Capsule case history: Ilonii l\ea\i>' plan to the Hotel 
Patrick IltMivv lui\(* hcttcr rolntions with the local cluhs aiul 
<:roir|),^ ga\c \\">LS-FiM, Kuanoke, \'a., sales nuinager a 
hand some arro>>t he-hoard sale. I\ea\is approached tlie 
nianngonieiit \\ ith letters from local ])usiiiess and profes- 
sional men in the Ixoanoke annu indicating they tuned to 
daytime fm. lie told the hotel ofltcers that hy promoting 
on-premise functions. th<n' could stimulate more atteIKlanc*^ 
and perform a puhlic ^er^■ice. They bought th<* idea, and 
signed on a run-through of their daily activities listings each 
.Monda\ through Fridav between B:.").') a.m. and 9:0.'> a.m. 
It was a deal. >aid l\ea\is. ^vhich would make any salesman 
'1iapp\ t(t be ill the fni business." Reavis carri<vl the ho- 
tel's association with WSLS-FxM one step further. He con- 
\ inccd them hi^ stationV PBS programs would be a welcome 
addition to their indi\idual room radio system. WSLS-FM 
gained increa-ed expo>ure and a client in one time at bat, 
\\ .SKS-T-M. Roanokr, Va. Annoimceiin'iit- 



DEPARTMENT STORE 

SPONSOR : Lake\\<M)d Counlrv Store 



AGEXrV: Dirrrt 



Capsule case history: The Lakewood Country Store, lo- 
cated in Lakewood Center just south of Tacoma. Washing- 
ton, has been in hnsincs> for o\ er 22 \enrs. and i> jur t fin- 
i-ihina its fir^i \e.ir as a consistent radio ad\erti>er. A ma- 
jor portion if it> budget has been spent with radio station 
K.MO. Tacoma. T(t te>t the elTecti\ eness of its radio a{l\er- 
tising. the store ran a campaign during the thre \\e(*ks prior 
to Father s l)a\ . concentrating on the hardware and sport- 
ing goods departments. KMO was unaware that the cam- 
paign was a test. Items ad\ertised included fishing boots, 
compasses, life lites and unusual items. For the three-week 
period, the hardware and sporting goods departments were 
up l^O*^ (>\er the same period in 19(»1. The Satur<lav be- 
fore Father's Dav was the best in the store's histor\ . K.MO 
was the onh medium used to promote the department, and 
recei\ed full (Mcdit for the success of the sale. It subse- 
quenth" increased its budget <mi the station. 
KAIO, Tacoma VniKuuKTinml^ 



LAUNDRY AND DRY CLEANER 

SPONSOR: Our L:iiin<Iry and CUmm-v. Af,KN(.V: \)\rrr\ 

Capsule case history: Our Laundry and (Cleaners i« a mc 
<lium siz(Hl establishment, and solicits business fr(tm a c<nu 
parati\el) w ide area in Char lotte. The ser\ ice (tperatioii 
Ixtught participations in W'SOC's morning show f<tr art \l\ 
month period, and achie\ed \(m\ sati^factorv results. >ald 
I)a\id \\\ Allen, manager of the laundrv. "During th<* tim<' 
of our radio advertising on W ^0C our busiit(Ns has been 
\er\ successful and has slntwn a remarkable groutli. 1 ac- 
credit much of this success a direct result of \(tur fuie pro- 
gram of informing the public of our services, and aNo to 
}our \ cry friendly personable manner of announcing." At 
one point during the laundrv's association with the station, 
the contract terminated and for six weeks the laundry busi- 
ness showed a stead\' decline, \eeflless to sa\. the laundrv 
service reserved the schedule (juicklv . 1 he laundrv considers 
radio advertising to be an iiUcgral ]iart of its marketing 
and coordinate its sales efforts with the schedule. 
W'SOC. Charlotte I^urlicipalinrw 



FLOORING 



AGFNl Y: Dirrrl 



SI*0\S0R: Armstrong and Tliruwav 
Shopping Center 

Capsule case history: The mobile unit of Armstrong 
1' loaning recently stopped in the Thruwav >hopping Cen- 
ter in \\ ilstun Sales, A. C. In cooperation with the cerU(T. 
thcv bought 103 spots flO- ami 60-second ) on \\ SJS raditt. 
Julia Caudle, of Thruwav. chose \\ SJS radio as the maj(n- 
<tutlct because >he felt that the station had a "better audi- 
ence, and reached further into the northwestern part of the 
state than other media. Her confidence was reconfirmed by 
the results. Pick Hawkins, the Armstrong represcntativ 
reportetl: *A\ e had the best showing in the country in W ins- 
ton Salem. " I he results seem e\en more spectacular v\hen 
it is noted that the unit v\as in the Thruwav Center on verv 
railv Mondav and Tuesdav. instead of Satnrda\. which is 
usuallv the biggest day. As an added bonus. W SJS radio 
prov ide<l the Armstrong unit with a public address sv stern 
of thirtv minutes of continuous plaving from the trailer, 
with cut-in connnercials prov i(le<l bv the WSJS radio -tatT. 
\\ SJS, W in-lf)n-.*>:ileni \rni<»niu cnicnl- 
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PUBLIC SERVICE 

{Continued from pd^e 27) 

lis Pd'^eanl also ^^ a> j^ponsorofl l>y 
Kiilin's Meals. 

Ilotli in t\ and radio. WV^lin^ihouse 
H ro a (I r as I i n *r ('o. station? Iiave 
('merged with a hatidi of honors and 
a stalwart Ii>t of sjtonsurs for j)iiblir 
S(M'\ iro sliows. On lt'l(^\ ision. The 
Ainerican Civil U ar is ciirventiv re- 
runnin<i oxer W \IC outh^ts and s\ndi- 
rated for ronuiiereial sale hv Trans 
I.u\ "^IVlex ision C(»r|). in 108 markets. 
Original sjxtnsors were full. Iialf and 
ah(Mnatinj2; week, rather than partiei- 
])atin^ sj)()ts and ineluded General 
Food."-. Dnke (]ij2:anMt<\s. Gen<*ral Mills. 
I{enault-I)anj)hine and Nationwide In- 
surance. Intrrtel is for commercial 
sale and ail stations to datt* have sold 
it on a j)articij)ating s|){>t i)asis. WTjC 
has syndication ri*;hts to these hour- 
lonji t\ do(^umentaries. W^ashin^ton 
I leu'point^ antjtiicr W 1>C jjaekage. 
has anionu its national ad\erti^ers 
Simoniz, Kent Cigrarette.s. Procter 
(/anihle and General Food.s. 

The W'^BG Ucidio j)ul>Iie s(*r\ ic(* 
sliows which ha\(^ ca|)tured national 
s|)onsors include Memoirs of the Mov- 
ies^ llere^s Uou\ Demoeraey in Amer- 
ira and Peace Corps Plus One. \a- 



tionai s|)()nsors l>u \ ing spot eani- 
juii^ns on three or more stations 
for these jirograms include l>ij)ton. 
Glairol, Gillette. Procter Gamble 
for Hasii. Keliog-'s Pet Milk. Quaker 
Oats. \lka Selt/er. Standard Oil. 
(General Motors, TWA and \ndr("n 
Jergens. 

CBS owned t\ station- obtained a 
nund>er of regional sj3ousors for its 
arrav of j>ublic affairs |>ro^rams. 
\VGP»S-TV's (\.V.) The Iniisihic 
City was sj)onsored by F&M Schaefer 
Hre\\in<r Co.: Survival on K^\^. 
L.A.. h\ Soutiiern (California Stude- 
baker 1 )eaievs : / See Chicago on 
WBHM-TV, Chiea-<>. b\ lihnois Bell 
Telej)hone Go. and Captain Kang:aroo 
at McCoruiich Place by Certified (ho- 
eers of Illinois: i'^oremost Dairies 
s|)onsored C(\])taiu Kangaroo at Rob- 
in Hood Dell incr \^'GAU-TV. Phila- 
<Iel|)hia. and rej>eated w wh Cene Lon^ 
(Ion's W onderfnl World of Sound, 
rast\ Baking Co. co-sj)onsored Dead 
End I97S? n^cl WCAlVrV. Chan- 
nel 10 Reports, a once-a-month com- 
j)anion ])iece to CHS Reports, wa.s 
s|>onsor<*d b) \ationnide Insurance, 
KMOX-TV. St. Louis, fashioned an 
irnj>ressi\(» .*^eries on St. Louis history 
\\ ith \ incent Price and i Vanchot 
Tone as iiost- narrators w iiich the 



Lnion I-^iectric Company sj)onsored. 

Puijiic ser\ ice j>rogjramIng contin- 
ues to find many sj)onsors. according 
to Donald J. Quinu. director of na- 
tional sales for KKO General. Inc. 
On \V0R-1^\. \ eN\ York, for exam- 
|)ie, the record is most impressive. 
Space Flight had suoli national spon- 
si)rs as M^M Cand\, Uncle Ben"s Col- 
gate Dental Cream and L&M Ciga- 
rettc^s; A Tiuie for Living was sj)on- 
sored b\ Dubonett and Alka Seltzer. 
Kheingold hacked both Perspective on 
Greatness and Meet th^* Mets: The 
Other U alls had I iiele BenV Rice and 
American Chicle Co. An uj)-to-the- 
minute anal\si> on What's With the 
Stock Market had such national ad- 
vertisers as Colgate F^ab. American 
Chicle and .Minute -Maid Oranae 
Juice. Volkswagen s|>onsored Per- 
spective on Greatness over X^^XAC- 
'1"\'. Boston. 

\o account of j)resent-day j)ublic 
ser\ ice j^rograniing under commercial 
aus|)ices \\(tuld be complete without a 
rej)ort on what is currentK' happen- 
ing to Television Afliliates Corj:i. 
(TAG I, subsidiarx of Trans-Lux 
Cor|>. T\G is a clearing house for 
locall) •j)roduced public affairs pro- 
grams. 

Robert Weisberg. ^ ice president of 



the Key to the 
SOUTH S MiST GROWIMyM 





FOOD SALES '243,581,000 



GENERAL MERCHANDISE SALES 

>1 77,033,000 



AUTOMOTIVE SALES »203,955.000| 



V\f J T Vchanne, 12 : UuAN L BTcanne, 3 : HOLLINGBERY 



SPONSOR • 9 JVLY 1%2 



'r\(], [nU\ SPO.NSOK Ia>t wt'ok tllilt 
Li^'iftl 61 iM\ors is iisin*: 12 '\ \C pro- 
^^allI^ ill Kos Aiig<'l<'s; tluit Kim- 
hrougli Plnllips \{t\\\ \\>[n[c lia> 
hoiighl <i .'icrIo> of >i\ 1' \ C >lio\\s 
()\<*r iIk* farililii^s of \\ LA(1-T\', 
\aslivill<\ Holli IMiilHp Morris Tohiie- 
Co Co. and KinihcrK -("lark arc spon- 
soring \ AC f(\itiin's over W I C\«'r\ , 
.Miiiiioapolis-St. Paul. 

Ill atlditioii, Tiirf-t^o Lawn Sprin- 
kling Co. lias Ix'on a '-poiisor of T \C 
])r<>irraniiii*r in San l)ic*jo and Cho\- 
roh't I)<*alors lia\e sponsored tin* pro- 
grams ill Ra]>id (^il\, South Dakota. 
In WVisherg's opinion, "the lail has 
begun to wag tlie <log wilh regard to 
public service shows.'' 

TAC. which ha.^ been fiiiuiioning 
since last Jaiiuarx and has oO mem- 

w 

bers and nior<^ than IriO pn»graiiis in 
its library. i> ])laiiniiig a t\vo-da\ 
meeting in Chicago on 20 and 21. 
August, to discuss various a>p<'rt> (»f 
public ser\icc jirograniing. among 
I hem the all-iinp<irtant subjtHi of 
spt)iisorship on the local lex el h\ na- 
tional clients. 

\o matter wlitMc oii<* turns in the 
broadcast sphere. t)iie finds heart - 
warming examples of numerous spon- 
sors for public afTairs shows. Plucked 
from a long list of such examples is 
\\ I>AK- r\\ r)altimore which won the 
Lasker Award for The Dark Corner. 
This program was sponsored on its 
original run l>\ Ktrad's Drug Stores 
and on its repeat by Handler Creani- 
er\ Co. Moreox er. the entire Per- 
specnve of Our Thnes scries is spon- 
sored I>\ Read's Drug Stores. Tbc 
station's Election. AV^r/i/ Coveras^e was 
sponst»red by the Marxlaiid Savings 
and Loan League. Don Peacock, di- 
rector of advertising and promotion 
for \\'BAL-T\'. said this was a unique 
buy since the savings and loan in^^ti- 
tutions were prime targ(*ts during the 
election campaign. At KTVU. San 
Francisco. Gatcw*a\- Chevrolet spon- 
sored \avajo, film docunientarA . and 
Puttie Ice Cream and Cheeses spon- 
sored the >tation's live coxcracc of 
Little League Championships. Mo- 
hawk Airlines was a co-sponsor of a 
program of performing art> from the 
Mull^on-\^ illiams ]*roctor hi>titute 
t)ver WKTV. Utica. Regional dairies, 
it appears, arc particularly suscepti- 
ble to public service programs. Tvpi- 
eal is Muller's Pincburst which spon- 
sors S})ace Patrol o\ cr \VRLX-T\''. 
Rockford. a scries in behalf <^f school 
safety patrol. 



(J>>-o\\rrcd radio stations al>o po**- 
^t^-i^ a imrnber of public ."-<'r\ice pro- 
grams with an abun<lauec of partici- 
pating ad\crti>ers on tlicin. W'l.KI. 
l»(»ton, olTei> >()uruling Hoard with 
Ha\cr A'-piiiri: \\ (>!>>. . Iia^ 
Opinion Please and its participating 
ad\crtiM'rs iiu huh* Piels Rcer, Pal 
lantiiK' Immt. ( 'a^-tro, Canada Dr) , 
Rlielngohl Peer and Greater Xew 
York Racing: KN\. Los Augeh'S. lia^ 
Pii rolator <>n 77ic Coinniunist Chal- 
lenge^ Ask Mayor ) orty au<l Oues- 
/i"o/i /'*/cff.s<> and Kent Cigarettes. DufTy 
Mott I'igiir<* (Control and Labct) ar<^ 
on Opinion Please: K(^PS, San raii- 
ci>co, Iki> I>a\ <v \splriii. \\V>n<ler 
I > read. I5e>t Foot I Ma\ onnaise and 
Li>tcrinc on >ucli program-^ a> ish 
the Doctor, /isl: the Clergy and is!: 
the Lanyrr. At KMOX, St. Louis, 
similar programs have such ])artici- 
])ating advertisers as FalstafT Peer 
and .Monks Pread. 

Also, there arc glittering examples 
of sponsored public service features 
on the Metromedia stations. \\'A'|{i\\'- 
TW \e\s' ^ (M k. is particularly out- 
standing in this field of accomplish- 
inents with such programs as Festival 
of Performing Arts (Standard Oil. 
X.J.K An Age of Kings (Standard 
Oil XJ.), Biography of a Rookie 
( F&M Schaefer Prew ing) . Bull fight 
iMenncii) and Xervous Tension (Up- 
johii I . 

Other MetroiiKHlia >tatioii> which 
have racked u|) a baudsOiiK* array of 
sponsors for public s<M\ iec programs 
arc \\T\P. Decatur; KOVR-TV. 
Stockton - Sacramento : WrFG-TV. 



\\ a'-liington and \\ 'lA' II. I'rorra. 

One of tli<' iii'-t to r<'C(»gMi/c tin* 
conniuTcial potential of Inriil pnblif^ 

\ \ ice >lio\\ w :rs < .row \\ stations. 
Otto liiamlt. \.p. of (!ro\\n Station^ 
"Ib"-ult^ prndiicod b\ do< riun ii' 
tarics are the mn>t (deguiit proof of 
t\'s (dbxtiveirc'-'-. I lit'v, in turn, doc- 
miK'iitcd that tv has greater impact 
than ail) otli<M' incdinni. 1 bipplK , 
advertiser^ ar** b<'comiug apprcciatix c 
of this d<'\ <dopnieiit." 

Another de\ (dt>pnieiit on the pub- 
lic serxice front, this time in relation 
to radio, is the t<Midcncv of stune 
large ad\(M ti-^ers to spoii'-tn" j)ijblic 
-^i'rvii'i^ broadca^t> in arca*^ r«'lated to 
their business. Wells II. Parii<-tt, sta- 
tion operation^ manager, Jtiliii Phiir 

Co.. t(dd M'O.NSOtt that tlii>. of 
ct)ur^e. Iia> bcoii done for many Ni-ar-- 
ill radio by farm aflvcrti^(^rs. 1 low- 
ever, in recent tiine>. tln^ General 
Mt>tors Accejitance Corp. has spon- 
sorcil traffic and roail condition aii- 
nouiicenK'nt^ over wt^'kciids during 
tli<^ .'-unuiKT. More rec<'iitl\. I\!asterii 
Airlines has (^>tablislie(l F lite- Facts 
w liicli pre>ent in capsule form. 19 
tinie> a daj. on tbc hour, a rc^port on 
fliirht conditi(iii> for the anni. There 
is a three-way benefit from this kind 
of use of radio. Pariiett said. 

Among other thing>. Bariiett t)b- 
servi'.d. this approach is an imagina- 
tive and creative use of the radio me- 
dium and piesumabh with the exam- 
ples set by these two companies, other 
advertisers will search for wa\ s to 

w 

ideiitif) tbtMUselvcs with public serv- 
ice relate<l to their business. ^ 
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CARSON'S CREDO 

{Continued from pa^e 29) 

I lie re* II \w VKnwvi\)\ discussion, a 
K>(»r. informal show, with plenl) of 
horsin<i aiound." 

^1 he roniedian is in>islrnt that 
many connnercials uouhl j>roAe far 
nioro cfTccliAT and with infinilely 
move sales jioints srorinji if there 
A\( re less ' harangiiinf! and shouting. 
These irritant factors drive me nnts." 
he sighefh 

He alhi(h'd tt> one t4iothj)aste vom- 
niercial and i!n|died that if he was to 
see. those "kids once niore'^ with their 
"certain percent k\>s cavity" pitches, 
il would also drive him nul^. ^'Yet, 
don't get nie a\ rong/' he said earnest- 
\\\ "I huy this t04)thj>aste. lt\<5 a good 
toothpaste, hut the wa\' they do that 
comnu'r(MaI that's A\hat gets lue 
(h»wn."' 

\iuoug the connuereials presently 
on the airlanes that go over hig with 
(]arson are a Chiffon licjuid detergent 
made h) Armour out of the Young 
»^ 1\ nhieam shoj) and a nund)er of 
john-^on i& Johnson hahy product 
pitches emanating from the Foote. 
Cone Behh'ng agenc\, 

"Keal ch^ver, those Chiflon ccnu- 
m(M-eials.'' Carson exclaimed. 'V\nd 
diere s excellent good taste in the 
j&j 4 onnnercials dealing \\\{\\ their 
hah) products," Time and again, 
Cars4)ri jiaid trihnte to Stan Freherg 
of Freherg Ltd. in H4>II\wood and 
the skill A\ith whi(4i the man (Teates 
his connuereials, notahlv the Chun 
King Corj). ones of recent origin. 

In a philosophical mood, Carson 
noted that many commensals today 
are hasfvl on sex and romance and 
the S4)cial accej)tance theory. j)articn- 
larh in the soa|>s, cosmetics and 
cigar-4'tte (oj)y. 

' If \on want to he IoA(Mh you 
miist Use a certain hiaiid soap." he 
ohs(M'Aed. "And there is implied sex 
ill some of our cigarette connner- 
( ials todav. \\ hv. a<»u e\en <iet the 
se\ and ronunuT angles i)i cosmetic 
coinmerf ials foi- grey hair. Tlie uom- 
ari i^ cheere.rl a\ itli the news that 
'\ our husband will f4'el \ ounger. 
loo. A\hen the lady us4m1 the giey 
hail j>rodii( I." 

\nother commercials Ashicli upsets 
(Larson immi^asurahh is the one dis- 
l>hi) ing the iimcr w orkiugs of the 
human hod). **1 gel so tiled 4»f the 
drip-drip of sloma4 li acid,'' 



"Feoj)Ie get confused with all the 
claims and counterclaims they hear 
on the air, " he said. And he was in- 
sistent that television was no place to 
sell relief foi- the sufferer of hemor- 
rhoids. ''IV is no place for this kind 
of stuff," he repeated. 

"I would like to see less achertis- 
ing on tehn ision,'' he ,'^aid. "Hut you 
can't dismiss adAcrtising. Television 
e\ist,s on it and it does one terrific 
joh in this country. Fm not one of 
those chic guys knocking teIeAisi4m. 
There's a lot of junk on the air hut 
there's also a lot of wonderful stufi 
for the people. There's a lot of junk 
in newsjiapers. magazines and the 
movies. There's raj>e. lurid details 
in the newspapers hut on the edi- 
torial page they attack tv. Fm not 
against ne\\spaj>ers, either, hut I think 
this is unfair," 

In the not-too distant future. Car- 
son also li4)pes t4) come across a soap 
commercial A\hich will sound helicA- 
ahle. The copy will m4)St likely, say: 

"This soap is not going to get vou 
a girl frieiuh nor a hoy friend. But 
it will get you prett\ clean!"' 

Carson u as j:>ositi\e that sutdi a 
commercial would go o\er big. "It 
i> the kind of commer(nal that should 

,sell a lot of soap," he maintained. 

till • 'ii?? 

I m sure it will. 

The comedian did not object to 
(hting his own commercials on the 
air hut in the case of The Tonif^hf 
Shou\ starring Johnny Carson, he'll 
do the lead-ins. "If you work in 
telcA ision a,s a star. )4>u nmst do en- 
doi'seiiients/' he said. He also noted 
that he's had few arguments with 
sj>onsors over the copy handed hiiu 
In most instances it was nowhere as 
"unrealistic'' as some of the coinmer' 
cials he's heard on (^ther j>r4)grams. 

Carson sjioke affectionately of sca - 
eral famous radio ^t\ salesmen of to- 
day and \esterda). lie singled out 
\rthnr Codfic) as one of the great- 
est on the air. "Mor(M)A4M'. Cod f rev 
is one of the fvw figures 4ur the air- 
hnu^s who has such fnu with the 
CO])).'' he said. Another fine si>okes- 
nwu for Auiciican products is Don 
W ilson. " The fellow^ has a fine a oice." 
Carson said. Then there's Ihirr) \^)n 
Zell. "1 h^ was a great announcer and 
salesman in his day. " Cars4»n re- 
calhul. Ih^ also descuibcs Km Car- 
j)*Miter as a jiarlicnlaih outstaruling 
(^\j)ouenl of the c*umner4Mal sales 
message. 



"Some of toda\*s announcer? are 
t4)o slick, too smooth." Carson said. 
"They are .«;o studied iu their casual- 
ties, fn fact, they are so smooth they 
don t sound like normal human beings 
talking.*' 

As an old baud at announinng. jier- 
forming and writing commercials, 
Carson ajipears more than eminently 
(jualified to jjass judgment on other 
amiouncers ami writers of coinmer- 
(uals. For one. he was one of the 
best w riters in Lincoln, Nebraska, 
where he worked for KFAB. He did 
nearly ever)thing but pick up ciga- 
rette butts at the station. He was a 
staff amu^uncer; worked with a cow- 
boy act slugged The Radio Rans^ers^ 
conducted a (drildren's amateur hour 
and wrote commercial copy. Among 
his writing assignment? were prose 
epics in praise of Uosedale Monu- 
ments, a highl) regard(Hl Nebraskan 
tombstone maker. 

Carson's first netw ork a ideo jiro- 
gram. The Johnny Carson Show 
started in the summer of 1955 and 
ran to 1957. He then switched to the 
Fast Coast with "\\ ho Do You 
rrust?' on ABC T\ and since then 
he's made numerous appearances on 
other programs as a j>auelist. stand- 
uj) comedian, and dramatic actor. In 
add ition, he made a uunil>er of ap- 
pearances on The Jack Paar Show 
as substitute host, an experience that 
will stand him in good stead when 
he marches in as permanent host of 
XBC TV^ glitterhig late-night attrac- 
tion. ^ 



MCTRECAL 

{Continued from page 31) 

ard of the presentation of the jiro- 
gram jireceding our sign-off. It was 
this which dictated our treatment of 
the United Xations. the Lincoln 
Memorial, the Constitution, and In- 
dcpendeiKM^ Hall. 

It was in this same frame 4>f mind 
that wc (h^cided to dcA'ote the entire 
thr(r commercial minutes to such a 
message in the concluding ejus4)de of 
the series. 

All of these jioints were d*d>atable 
at the time and under tlu^ circun> 
stances and in \ar\ing d*\i;r*^*\ The 
big (jueslion. of (Hinr,^e. was not S4> 
much the integrit) 4)f our intent, or 
the desirahilit) of our objecti\*\^. or 
the Aalidit) of our assumptions. The 
one thing which did concern us and 
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w liirli was \ rr\ stM ions iinlccd : \\'(^ 
wanted no nccohule for "aii aitisllc 
IriMinpli Iml a fniluic at the l»o\ 
oilier.'* 

Our relief, therefor**, was \ cry 
eon>i(leral»le indeed j lul t|iiite 
clia5tenin<j; -w lien we Itt'gan to re- 
ceive a lar*;e number of unsolicited 
letterN of iip|>ro\al. Three things in- 
terested us ;;reallv ahout these. I he 
fact that tlie\ reprewiiled people 
from all walks of life i sophi>tieated 
letters t>f two and three pages of 
typed >eript and short ones w ith a 
stuhh\ pencil on ruled paper) ; the 
fact that they came from all parts of 
the country; and, fnialh . the fact 
that the great majority of these de- 
\ oted about etpial space to apprecia- 
tion of the series as ^lleh. and for 
the st)le and method of our couuner- 
cial tr(»atnient. As to the latter, the 
intrinsic interes't of the commercials 
were fre(|uentl\ mentioned; also the 
faet that the intelliizence of the audi- 
ence was not insulted. 

Against the harkgrounil of this ex- 
perience, we undertook next to en- 
gage in an advertising >cliedule of 
program-end)edded spot commercial 
participation in a w ide range of 
shows on prime time. Here, we were 
aware of certain new risks. The 
shows were, ohvioush, of a difTerent 
tone and quality from the niagestic 
Churchill series, and— heing on 
prime time — they were olniousl\ in- 
tended to reach a far more massive 
audience. 

Two questions came up, therefore. 
Were we entitled to helie\e that the 
same t\ pe of connnercial would fit 
equally Avell in these new and difTer- 
ent kiiKl> of programs? And would 
we l)e entitled to helieve that the 
kind of people who would listen to 
such difTerent types of programs 
wtmld spark also and to the same ex- 
tent to these same standards of com- 
mercial pi e>entation? 

Our answer to l>oth (piestioiis was 
*'Ves.'' Responding otherwise \Nonl(l 
ha\e involved walking awa\ from all 
of the considerations as to our com- 
pan\. its product and f)ur coinlc- 
tions ahout the (piality of the Amer- 
ican puhlic, whatever their station 
in life and whatever their presumed 
listening and viewing inteiesl might 
be. 

Hence, our commercial treatment 
%N'ould coiitinue^ — limited oid\- h\* our 
imagination and resourcefulness - to 



he of tlu^ same kind, coiisi>lent with 
the same .standards, out of the be- 
lief that this is the way to go. 

I'innlly, of course, came the box 
ofliee. Do w e think this s iewpoint 
works fm- us? Here aiiaiii, I ihiuk 
that oil the rt»eord and to dale the 
answer must be ''^'cs." It is a fact 
that Metrecnl, product and concept, 
continues to be the predominant 
product ill the field it was j>ri\ileged 
to pioneer. 

1 do think, however, that oik^ con- 
clusion prett) inncli stands out. which 
is this: Th(^ question is not so iiiueh 
literate st\ and how well it works 
\ s ha I'd -talk and its relation to the 
hard-sell; it is nut ^o much arti>tic 
use of \ i>iuals \s ineiiiorahle repeti- 
tion that lingers in the suhconsci(»us; 
it is not quality of presentation \ > 
the hard-hitting pitch. We are not as 
television ad\crtiscrs ctrnfronted with 
a choice of this set of opposites. 

Jt is, in short, (piite possible to 
lia\t» something that is literate, ar- 
tistic and of high quality which can 
go over exactly like a lead balloon. 
'J his does not prove that the public 
is allergic to these criteria. If this 
haj)pen> laiul it alwa}s could), it 



sinipK meuiiN that the job wa^ not 
well done it was not brought off — 
and tin* public is the fir^i to know. 
One ma\ desire to be respci ted for 
standard^ of this kind; but he i^ still 
obligated to w^r them in n wa\ that 
attracts attention, engages interest, 
.states the pioposition, and ( hisc- the 
^ale. 

Our lliiiikiiig at this ^lage is one 
of both ndlef and s;itisfa< tioii that 
there are tho>e who appro\e of what 
we lia\c done and the wa\ we base 
set about doing it. 'Hiis gr(*ws out of 
our reali/alion that while it is true 
that commercialism ha> to he recon- 
ciled with integrity and good taste - 
the ilegree of the success with which 
this is done is something one nc\er 
knows until the chips aie down and 
the returns are in. ^ 



FM PROGRESS 

{Continued from pofcc ^r>\ 

go into heic. but in the main it was 
bcauso fin development w ould ad- 
versely afTect their profits or equal- 
ize the opportunit\ of their competi- 
tors in the market place. Hut fm did 
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j not (lie on the \iiie. It lia^ liad >oiiie 
I >ell>acks and cl<>>e calls hut it has 
sur^i^e(l like a cat with nine li\es. 
It has .survived because it i> too good 
a ihinj: to kill off.'' 
I Bartl(*^ also i>sued a warn in*! : 
" "Wlietlier the world continues to heat 
a path t{> the door {>f fin stereo de- 
pends largel). I believe, (ui whether 
it> quality \> maintained, Kenieni- 
ber, in fni stereo, the (jualily's the 
thing. It \> the ^er} foundation of 
I the medium. Hut. if qualit) is sac- 
rificed for economic expedienc^. it 
has lost its hirllirighl. ' 

Ilhislraii\e of li<^»w equipment nuin- 
nfaelurers ihemseb es are working 
with station? to promote the new 
sound is the d(^aler-orienled commer- 

' cial schedule of llannan-Kardon, 
Itie,, high fidelil) component manu- 

I factur{'r. on KM I. A. Los Anireles. 
W ith a series of Stereo An aid Show- 
case programs Monday through Fri- 
da\ , 7-0 p.m.. Harnian-Kardon be- 
lie\e< it is killing two bird^ with one 
^lime. "The programs offer the lis- 
tener a superior source of fm stereo 

^ j)rograining," sa\ s Murray Rosen- 
berg, the company's vice president in 
charge of sales. ''At the same time. 
the\ pr()\ ide the dealer with the op- 
j)orlunil) of demonstrating fm stereo 
during evening hours, so his mer- 
(diandise can he sold with assurance.'' 
Participating llarnian-Kardon deal- 
ers are given a predominant rob* in 
the ad\erlising niessage> during the 
course of the j)rograms. 

Other encouraging signs along the 
fm front this summer: 

' 1. TIk* F(](] campaign to shift po- 
tential radio >talion oju'ralors from 
am to fm, disclosed in Ma^ . is meet- 
ing l(*ss resistance than industry oh- 
ser\ers originally jiredieled. In ex- 
planation {>f it-^ jjartial freeze on new 
station grants in the o\ ercrow ded 
am band, the Connnissiiui a^ked am 
license appli(M's lo ''gi\ e considera- 
tion to ihe greater coverage possibili- 
ties. b{»tli da\ and night, in the fm 
band. ■ 

2. Kxjxinsion of the OXK network 
--aiming for .10 stations b^ the end 
of 1%2. 100 b\ the end of' l%3 is 
gaining considerable monienluni. 
OXK plans also to create a nalion- 
\\ ide sj)ol sales organization. KM 
Spot Sales ln(\. as well as dc\ elop 
b(»th n(*w programing and new (Migi- 
necring and technical standards for 
i stereo transmission. \ not her net- 



\\()rk. Heritage Music, Inc., has a list 

of more than 40 fm stations. There 

is also talk in the fm community of | " 

\el a third, and even a fourth, na- 

tional nel\\ork. 

3. Buo>ed by the MPI-QXR and 
Pulse projects, fm broadcasters see 
another shot-in-the-arm in a new 
MPl research project now in the 
works, which proposes to find the re- 
lationship between consumer media ^ 
usage and brand buying decisions, a 
project described hy QXR officials as 

the first ciunparalive media study ^ 
e\ er to contain fm data. 

4. Sah^s of fm sets are indicative 
of m{>unting public interest. Rising 
from 1.000.000 in 19S9 to 2.500.000 
last }ear. latest estimates place the 
current output of factories at nearly 
100.000 per month. A sur\e\ com- 
pleted recently for KPFM. Portland. 
Ore., shows that 38 out of every 100 
households in the (greater Portland 
area alone now own fm sets. This is 
equivalent lo 93.980 families, an in- 
crease of 30S during the past 1" 
months. 

5. The rise not only in fm con- 
sunier magazmes (Playback FM 
Guide, FM Listening, etc.) . hut in , 
attention being focused on the me- ' 
dium h} such mass-circulation peri- 1 
odicals as Tirfn% Newsweek, Life, 
etc.. has lieljxnl make the fm broad- 
caster's promotion job easier. | 

Perhaps close^st of all to the fmer's 
heart is the appraisal given it in the i 
12 Ma\ issue of Saturday Review: " 

''The reason for fm's increasing I 
success is that owners and ad\er- j 
tisers have disco\ered it is not neces- 
sar\ to starve with (juality broadcast- 
ing, and that money. ma\be a lot of 
it. lies buried in the fm hills. It lias 
even been surmised that some people 
who li\e in small towns and cities 
have the same jearning for (jualil\ 
on-the-air as do people in large cities. 
. . . In another fne years or so. the 
nation \\ ill he l>lank(Hed with fni net- i 
works and indej)eiident stations, and 
the (pialit) audience in e\ ery area 
will be tapped. ^ 

ILLINOIS BELL 

{Continued jroiu />«ge 38 i 

ing sort (>f a w{>rld series atiiu>sphere. 
\\ e*\e e\ cn turned the cameras 
around on ourselves to show the au- 
dience how we go about cov(*riiig a 
ton rnaineiit. ■ 

I 

I 
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This prothiclion liigliliglu 

was the estahlishineiil of Tv 'r<>iirna- 
nieiil Colli raL which hroiighl the 
^porl^raftcrs from hchiiul th(* rain- 
eras and to a (h^^^k hacked hv nioni- 
tors and clocks. Tlus (lc\icc >cr\C(l 
to convc) tlie impression of major 
sports covern^r, and to hi<:hlifrhl iho 
sportscasiors as Iv journalists. 

The remote crew recpiired for tour- 
nament televising nundierb 36 at full 
operating strength, and hrcaks (h)wn 
this \\a\ : four pro(hiccrs. fi\e assist- 
ant producers: three spoitscasters. 
an engineering supervisor, two tech- 
nical directors, 15 engineers, three 
floor managers, two ^tagehan(ls. a 
director, and an associate director. 

In spite of the production intrica- 
cies and the o\eraIl administration 
of the annnal event, Illinois l>ell and 
N. A\er feel that the ])roject is 
exceptionally worthwhile for th(^ 
comi)any's special puhhc utilit\ ad- 
vertising needs, and it's one thev 
hope to continue for a long time. Of 
the venture, William Stern sa\s: "W e 
helieve that even if the tournament 
telecasts contained no commercials at 
all. there would still he a great deal 
of sjjonsor identification impact and 
much good will generated for Illi- 
nois Bell." ' ^ 



'TILT' STUDY 

(Continued from page 40) 

the case anions nichttime shows. ' 

The station rep firm explains that 
"of the 29 programs analyzed, 28 
fail to deliver 53% of their audience 
in the 'top 20' tv markets. (The one 
exception ff'ho Do You Trust? paral- 
lels the t\ population, with a 53% 
score, because of a relatively short 
station lineup. It was only aired in 
100 ARB-measured markets.)'' 

F^irthermore. TvAR claims. '•21 of 
the 29 programs receive only 36% to 
45% of their audience in the 'top 20' 
markets. Hiis means that 72^1 of the 
da\time i)rogranis we checked have 
a serious tilt (falling in the 45^( or 
lower category ). This compares with 
48^< of the nighttime programs meas- 
ured in the initial tilt stud\ where the 
audience in the 'top 20* market.- 
ranged from 35% to 45*^/ .*' 

To more clearly illu>trate its ar^u- 
nient that there are nne\en and un- 
predictahle variations in local audi- 
ences from market to market. T\AI\ 



pair> ofT two WlC (la\ tim<-r*'. Mukr 
Room for Daddy and Loretta ] oung, 
in which the totnl national aiidienct* 
f4)r each is almo>t etpial ( ha.N-d on :i 
snnnnar\ of all local ABB reportsl. 

"The audience.*' Tv,\H jxiint^ out. 
"for tliex^ two [)rograms which arc 
aired within a two-lionr period on 
the sann^ network, varied h\ 25S' or 
more in 12 of the top 20 markets. 

"Tor exami)le. Make Room for 
Daddy luid a 2-to-l uiidiciice ad\an. 
tage o\er Loretta Youn^c in Haiti- 
ni4)n\ hilt wa> 5o* ^ h)W(»r in Los 
Angeles." 

Leaning forward toward his desk. 
llofTman put all hi- pnper> and charts 
into oiH* pile and summed up: 

"These t\ pical niarket-l)\ -market 
\ ariation> underscore what we'\(^ 
been sa\ing all along — there i> a 
strong n(*ed for spot t\ on tli<* part 
of network users. With >pot \\\ an 
ad\ertiser can corrfHt for the *hit or 
miss characteristics of network tv 
and strengthen his ad\ertising i)res- 
<ure in the markets where he needs 
tt most. ^ 



AUDIENCE PROMOTION 

(Continued from page 42 I 

of adding a given amount of extra 
audience. The results showed that tv 
itself was by far the most efficient 
tune-in medium. Of the print media, 
TT Guide was the more efficient hut 
its cost-per-1.000 of added audience 
was several times higher than tv it- 



>clf ; and adding andicnce through 
n<*w.-[>ap<'r> was ulmost three times as 
(•o>tl\ as / / (fuide. 

{ )1)\ rou-l\ e\ er\ oni* c<»n( crnrd n*- 
ali/.(vl that this e\ aluation applied 
oid\ to national circulation>, co^ts, 
and andi<*n4c> ; that it w a- not ap- 
plicable to individual local market 
>ituation> and conditions. But it was 
the fuial factor in nuning all three 
networks into greater ii^^e of on-tlie- 
air promos an<l a cutback in their 
new >paper ad\ erlising for adding 

\ i<*W (TS. 

NIU' this \car will in print with 
big space in fewer papcr> and only 
the most major markets. Ihit th<* C4)p\ 
i*< institutional, not tmu^-in. Ilie big 
[>ronio \)nA\ is in on-the-air where SI 
million will he spent to pro\ide the 
film or tape [)romo footage to fill the 
3()() j^romo availabilities each week. 

In addition to the ad\erti>ing and 
prom*^ announcements, which conic 
nnder the aegis of John Porter. 
NBC's director of adv(Tti>ing. that 
network has a plus in the operation 
of its promotional servico de])art- 
nient. headed by vic(* president \le\- 
ander S. Rvlander. 

This unit. uni(pie among the net- 
works, puts the razzle-dazzle of ex- 
ploitation and press agentry into 
the \ ear-round battle for a bigger 
share of the audience. 

Promotional services, for example, 
developed the use of an audio promo- 
o\er the credit crawl at the end of 
each network program. Since affiliate"^ 
( Please turn t^) p<ige 03 i 



348,000,000 PEOPLE PAID TO SEE 

TheBomrfBoy^ 



AND NOW, THEY'RE BRAND NEW FOR TV. 
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WBC's Steve Allen 

(Continued from Sponsor Week) 

I, Indianapolis; KRNT, Des Moines; 
KATU, Portland, Ore.; WGAN-TV, 
Portland, Me.; W N H C-TV, New 
Haven; KOLO-TV, Reno; KOOL-TV, 
Phoenix; KOLD-TV, Tucson; WTVN- 



TV, Columbus, 0.; and WHYN-TV, 
Springfield, Mass. 

All but two of the stations have 
signed for 39 weeks firm. Two thirds 
play programs on the very same 
night and the remainder play shows 
a week later. WBC's commitment 
to the show is for 2^4 years. 



Schick, via the manufacture of two 
new products, is taking its first di- 
versification step since its formation 
in 1930. 

Added to the line of electric 
shavers will be a portable hair dryer 
and an electric shoe polisher. 

These products, plus new twin 
electric shavers for men and a new 
shaver for ladies will be supported 
by a 6-month multi-million dollar ad- 
vertising, merchandising and promo- 
tion campaign which includes net- 
work and spot tv. 

Spot tv will continue to be a bene* 




STAFF BEJEWELED— Stations WSJS-TV and 
radio said thanlc-you to staffers with 14 carat 
gold lapel pins and cHarnn bracelets, proud* 
ly worn by Phyllis Davis and Charles Noell 




GOSPEL FAVORITES, show originated on 
WFBC-TV, Greenville and now syndicated, 
won host Bob Poole (I) an award presented 
by South Carolina Gov. Ernest F. Hollings 




PURGE of unsightly political posters taclced on trees, poles, signs, etc. was goal of WAPI, 
Birmingham clean-up campaign. Listeners delivering posters rewarded with S&H Green Stamps 



SI'ONSOU • 9 .11 lA 1%2 



ficiary of the Pan-American Coffee 
Bureau business. 

The Bureau, which poured $1,- 
340,000 into the medium last year, 
has voted to continue its aggressive 
campaign to boost coffee consump- 
tion in this country. Advertising 
budgets will be kept at approxi- 
mately the same levels as in 1961. 

Campaigns: Ideal Toy's ITC division 
will make the largest expenditure 
ever for a single toy product in the 
New York area for its model electric 
roadways. Included in the campaign 
are four 90-minute tv specials on 
WCBS-TV between 4 November and 
16 December. Agency is Smith/ 



Greenland . . . Thousands of shiny 
silver dollars will be mailed to house- 
wives this summer in a "Silver Dollar 
Payoff" to promote Sta-Flo liquid 
starch, Sta-Puf laundry rinse and 
Sta-Flo spray starch by the A. E. 
Staley Manufacturing Co. CBS Ra- 
dio and TV will be used to promote 
the products . . . H. J. Heinz is run- 
ning the strongest advertising pro- 
gram for ketchup products in its his- 
tory. It extends through 31 August 
and includes 24 minutes in NBC TV 
daytlmers via Maxon Detroit. 

PEOPLE ON THE MOVE: Jeffrey S. 
Milam to general advertising man- 
ager, biscuit division of National 



Biscuit . Benjamin C, Carroll to 
assistant advertising manager at 
Aerosol Corp. of America . . . John J. 
Coady to director of marketing at 
Mars, Inc. 

Agencies 

The formation of a new west coast 
agency to handle the Y&R-resigned 
Union Oil account has been con- 
firmed after three months of specu- 
lation. 

As was reported here 9 April (page 
49), when Y&R dropped the $3 mil- 
lion Union business because of a 
Gulf Oil extension to the west coast 
which created a product conflict, it 



CHANGING OF THE GAVEL taUs place in St. Louis as Robert 
Hyland (r). CBS Radio v.p. and KMOX. gen. mgr. taltes over as pres- 
ident of the city's 800-member Advertising Club from retiring pres. 
John Lamoureux. Hyland heads the advertising group until 1963 . 




BULLISH OUTLOOK for Metromedia, owners and operators of 10 
stations, which was recently listed on the New Yorlc Stocit Exchange. 
Flanking Exchange pres. G. Keith Funston are Metromedia pres. and 
chmn. John W, Kluge (I ) and specialist Francis G. Lauro 





PLACARDS PARADED through downtown Omaha on pealt shopping 
nights of June carried by 40 beautiful girls proclaiming KMEO's 40th 
anniversary. Gen. mgr. Jay Spurgeon (in long pants) gives route 




APPOINTMENT of H-R Television as rep for new station in Tampa- 
St. Petersburg, WTSP-TV. signed by (Ur) Farris RahalJ (WTSP-TV. 
Inc.); Franit Pellegrin, H-R exec, v.p.; Joe Rahall, of stn. management: 
Dwight Reed, H-R v.p.; Sam Rahall, pres. of new station management 
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v;as rumored, but denied by the ad- 
vertiser, that top executives from 
Y&R Los Angeles would set up their 
own agency to handle the account. 

The new firm is Smock, Debnam 
(cq) & Waddell and principals are 
Jack W. Smock, Robert G. Debnam 
and Paul R. Waddell. Nineteen more 
former Y&R employees, all previously 
assigned to the Union account, are 
involved in the new agency. 

Amicable note-, as a result of a 
motion by Y&R, the 4A's has voted 
to consider the new agency a split- 
off from Y&R and thus eligible for 
membership immediately. 

Another Y&R alumnus has gone into 
the agency business on his own, this 
time in concert with a McCann- 
Marschalk executive. 

A. 0. Buckingham, who retired 1 
July as senior vice president of 
Y&R and W. J. McKeachie, ex-presi- 
dent of Mc-M have formed Adjunct- 
to-Management. Inc. a firm designed 
to help American companies evalu- 
ate and develope their profit op- 
portunities abroad. 

Campbell-Ewald Detroit has a new 
system for screening tv commercials 
and shows. 

It's a tv control center which in- 
cludes a video camera chain oper- 
ating in conjunction with three pro- 
jectors and monitors in four agency 



conference rooms and several execu- 
tive offices in the General Motors 
and Argonaut buildings. 

Another feature of the system: a 
coaxial cable link with WJBK-TV 
which permits playing of video tapes 
from the station's videotape ma- 
chines directly in the agency moni- 
tors. 

Appointments: American Cyanamid 
($2.5 million) to Dancer-Fitzgerald- 
Sample from Erwin Wasey, R&R . . . 
The Island Finance Corp. to Robert 
Otto . . . The Columbus Parts Corp. 
to The Jaqua Company . . . Magnavox 
to K&E for its tv and radio receivers 
and high fidelity stereo products and 
to Ellington & Co. for its electric 
organ. The Biddle Co. retains indus- 
trial products . . . The Florida Citrus 
Commission to Campbell-Ewald De- 
troit for grapefruit advertising ($1 
million). Benton & Bowles retains 
orange advertising ($3 million) . . . 
James G. Gill Co., Coffee Roasters, to 
McCurry, Henderson, Enright, Nor- 
folk from Cargill, Wilson & Acree. 
Richmond . . . Citroen Electronics, 
Los Angeles tape recorder manufac- 
turer to Adams & Keyes . . . Capitol 
Car Distributors Ltd. to Doyle Dane 
Bernbach. 

Merger: Dreves-Arendt & Associates 
and Holland Advertising of Omaha, 
with combined billings of $1,250,000. 



AUDIENCES KEPT COMING BACK FOR MORE OF 

AND NOW, THEY'RE BRAND NEW FOR TV. 

48 FAMILY FUN FEATURES 
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New name is Holland, Dreves, Arendt 
& Poff. 

New name; Ross Roy— B.S.F. & D. 
has become just plain Ross Roy and 
the Detroit-New York agency has 
moved its New York office to 500 
Fifth Avenue. Another new develop- 
ment for Ross Roy: the addition of 
the Chemical Materials Department 
of General Electric to its account 
list. 

New quarters: Hutchins Advertising 
and its Hanford & Greenfield divi- 
sion are in new offices at 1000 Mid- 
town Tower, Rochester, New York. 
Telephone number is HA 6-1160 . . . 
Concluding 34 years of operation in 
one location, Klau-Van Pietersom- 
Dunlop, Wisconsin, has moved to the 
new Milwaukee address of the Ma- 
rine Plaza. 

New v.p.'s: J. Lewis Ames at Kudner 
. . . Larry Semon at Compton, Chi- 
cago . . . Benjamin J. Green at Geyer, 
Morey, Ballard for the food and gro- 
cery division of the agency's western 
division . . . Tom E. Harder at K&E 
. . . Don Moone at SSC&B in charge 
of the marketing department . . . 
Charles H. Felt and Bruce Unwin at 
MacManus, John & Adams . . .Gordon 
Hull at Compton. 

PEOPLE ON THE MOVE: Patrick 
O'Rourke to account executive at 
F&S&R Los Angeles . . . Richard Pell 
to account executive on the Bulova 
account at SSC&B . . . Laurence A. 
Price to the public relations depart- 
ment of Ayer, New York . . . George 
M. Cornwall to account representa- 
tive at Ayer, Chicago . . . John E. 
Deserable to the plans department 
of Ayer . . . Richard Eskilson to copy 
chief at MacManus, John & Adams 
New York . . . Martin Vogelfanger to 
research project supervisor at K&E 
. . . Russell G. Brown to MacManus, 
John & Adams New York office as di- 
rector of marketing services . . . 
Robert L. Thalhofer to account ex- 
ecutive at K&E . . . Harold E. DeMun 
to associate media director for 
F&S&R, Cleveland . . . Al Gary to 
manager of K&E Los Angeles. 
(Please luru lo jxif^e .^9) 
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What's happening in U. S. Government 
that affects sponsors^ agencies, stations 

WASHINGTON WEEK 



9 JULY 1962 Delay in reappointment of FCC Commissioner John Cross to another term, or 

copyriBht 1962 an appoiutuient of a successor is being interpreted as a very had sign for Cross. 
SPONSOR As July began and the Cross term officially ended, it was felt that if the decision had 

PUBLICATIONS INC. Lccn foF reappointment it would already have been announced. Under a change of la^v at 

the time Commissioner Robert E. Lee was up for and secured reappointment, a Commission- 
er niav serve bevond the end of his term until his successor is dulv name<l, con- 
firnie<l and sworn in. 

Even before the change in the law, there had been delays in naming new commissioners, 
but the commission was then shorthanded for varying periods while the new commissioner was 
being qualified. 

Probably the most significant aspect of the current situation is that it reflects without 
question FCC Cliairman Newton Minow's strong "in'* at the Wliite House. Cross 
had the unqualified backing of the entire Arkansas Congressional delegation, including pow- 
erful Oren Harris, Democrat, who heads the House Commerce Committee. 

Cross is for "soft" regulation, Harris for "hard." Alternate possibility for the seat, 
FCC broadcast bureau chief Kenneth Cox, would be in the Minow corner more 
emphatically than any present commissioner. It had been believed that Cross would 
be reappointed in the interest of good relations with Congress and that Cox would get the 
T. A. M. Craven seat next year. The announcement delay leads to suspicion that Cox will 
get it now^, without regard to possible repercussions in Congress. 

The Federal Trade Commission probe of the entire pain-killing industry's ad- 
vertising is another move aimed on the surface at a better working relationship 
with the industry. 

However, all of these actions whether by coincidence or not will enable the FTC to 
clamp down harder without increasing manpower. By no coincidence whatever, the same 
Congress ^vhich periodically criticizes the FTC for not doing a stronger job of policing also 
consistently fails to vole the money for the personnel which would be needed. 

Tn the analgesic case, the FTC had moved against four leading companies (American 
Home for Anacin — Bristol-Myers for Bufferin and Excedrin — Plough for St. Joseph's Aspir- 
in — and Sterling Drug for Bayer Aspirin). Challenged were claims for faster, longer lasting 
and more eflective relief from pain, no stomach upset, tension relief, value in treating colds 
and flu and as anti-depressants. 

Tn this advertising case, as in many others, the FTC was open to a charge that it 
was picking out some companies while permitting others in the same lines and 
using the same ad claims to continue unchecked. Withdrawal on a temporary basis 
of the complaints in favor of an industry-wide probe ^vould meet these charges of giving un- 
equal treatment to competitors. 

It will also have the eflect of permitting the FTC to deal on a shotgun basis wnth an 
entire industry with the use of no more manpower than would have been needed for indi- 
vidual complaints. 

Just about the same aspect of surface cooperation with industr}% accompanied by great- 
er ease in pressing complaints, can be attributed to other recent FTC moves. Chief among 
these are the recent increased emphasis on trade practice conferences, and the offer to 
withdraw prosecution on ads cleared after voluntarv' submission at least until the adver- 
tiser has a chance to make changes the FTC might request after second thoughts. 

Tn brief, any conclusion that the FTC might be softening can be an extremely danger- 
ous miscalcidation. Tt appears quite definitely that the trend is in the other direction, to- 
ward tougher enforcement. {Please turn to page 57) 
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Significant news, trends, buys 
in national spot tv and radio 





SPOT-SCOPE 
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Cotton cultivators are not the only ones with watchful eyes on the antics of the 
boll weevil this summer. 

Shell Chemical (OBM), which supplies insecticide to dealers for distribution to 
troubled cotton growers, is basing its spot tv buying patterns on the baleful move- 
ments of the beetles. In other words, the length of Shell schedules on stations spotted 
throughout the cotton belt hinges on how badly hit the crops are in that area. 

What enables Shell to exercise this degree of mobility is the mobile nature of the in- 
secticide business itself. Dealers have the potent plant panacea posed in heavy tanks that 
are ready to depart on a moments notice to the hardest hit areas. 



As Gulf Oil (Y&R) gears up for its annual September spot tv start, reps look 
forward to an availability call from the oil firm on a grander scale than ever. 

The recent marketing expansion to the west coast means that when Gulf starts ordering 
up 40-second spots late this month or early August markets will extend coast to coast for 
the first time. 

Also expected to stir late July or early August with a call for minutes and prime 20's to 
start early September: Folger's coflFee, out of Cunningham & Walsh. 



A plus factor of the spot radio medium has soared into the spotlight as an in- 
teresting twist in the Eastern Airlines campaign. 

Almost the entire Eastern advertising program was grounded as a result of the 
flight engineers strike. The one exception: radio spots in 10 major markets originally 
designed for the "Flile Facts'' series but converted immediately to ''Strike Bulle- 
tins" everv-hour-on-the-hour from 6 a.m. to midnisrht, seven davs a week. 
(For background on this see SPOT-SCOPE. 18 June, page 60.) 

For details of last week's spot activity see items below\ 



SPOT TV BUYS 

Standard Brands is seeking a host of markets on behalf of Fleischinann's Margarine, Cam- 
paign has a 26 August kick off date. Time segments: fringe minutes. Agency is Ted Bates 
New York. 

Continental Baking starts 19 July for Wonder Bread. The campaign is set for six weeks 
and time segments are day and night minutes, prime 20's, l.D.'s and live kid shows. Agency: 
Ted Bates. Buyer: Alex Seastroni. 

American Home Foods, division of American Home Products starts today, 9 July -with a 
long-term campaign for Chef-Boy-Ar-Dee. Schedules of nighttime minutes, fringe minutes 
and prime 20's are set for 23 weeks, five-10 spots a week. The buying's being done out of 
Young & Rubicam by Ricki Sonnen. 

International I^tex Corp. is lining up a host of markets for a campaign on behalf of its 
Playlex Baby Nurser. Ilie call is for late night minutes and special daytime women's shows. 
Schedules begin in August and run through 21 November. Agency: Lynn Baker. Buyer: 
Mary Mehan. 

Chcschrough-Pond^s is going into a small group of scattered markets with schedules for 
Pond's cold cream. Placements start 17 July and run through 1 August using day and night 
60V. Agency: J. Walter Tliompson, New York. Bu)er: Helen Davis. 
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SPOT-SCOPE continued 



(!ol*;ato-Palniolivo ki<'kft off a new campaign for W'ildroot this \seek in west coast markets. 
Day and niglil minutes run for eight \veeks. The agency is Ted Hates, New York. Tlic 
biiver is Filcen Crecr. 

SPOT RADIO BUYS 

The Micliigan iUiieberry Gro^^ers Assn. is going into 25 radio markets for six weeks 
starting the end of the month to promote its 1962 cultivated Great Lakes crops this summer. 
Some tv will also be scheduled but heaviest concentration is in radio. Agency: Charles W. 
Iloyt. Another lloyt account. New Jersey's Tru-BIn Cooperative Assn. will also use radio 
(iiiiiHitcs), but on a limited basis in New York, Boston and Philadelphia. 
DuPont, which is seeking tv avails for a fall start on behalf of Zerex is also buying radio 
for its automotive anti-freezes. The call is for a 1 September start with schedules to run for 
six weeks. Time segments: 10- and 20-second spots in prime time. Agency: BBDO, New 
York. 

Fresh California Bartlett Pears, Sacramento is planning a campaign in a number of top 
markets. The start dates and length of schedules will vary according to the market. Agency: 
Cunningham & Walsh, San Francisco. Buyer: Dick Clark. 



WASHINGTON WEEK iComlnued from page 55) 

Also, from the trend of recent false ad complaints, it appears that the FTC despite its 
many disclaimers of any such intent, has clearly embarked on a toughening toward tv 
advertising not matched by any equal toughening with respect to the print media. 

Under the diffieult suspension of the rules procedure, the House passed easi- 
ly the presunrise bill for daytime-only radio stations, and approved with diflimlt;. 
the elear ehannel station resolution. 

The clear channel resolution expressed the sense of the House, and the vote complelct' 
action, but in the case of the daytimer measure it was a bill which must still Ix* considered 
bv the Senate. The element of finalitv mio^ht have made the difference. 

Suspension of the rules permits a measure to be considered out of turn, and so expedites 
it. The catch is that it requires a two-thirds vote. The measure to permit pre-sunrise opera- 
tion for daytimers unless interference is established passed by a voice vote. 

The resolution expressing the sense of the House that the FCC should hold off for a 
year on putting second stations on any of the clear channels (the FCC had decided to per- 
mit second occupancy of 12 of the 25. with dual occupancy already an accomplished fact on 
a 13th), barely squeaked through. Tlie same resolution also asks the FCC to consider super- 
power, up to 750 kw as opposed to the present 50 kw limit, on a case-by-case basis. 

This one was subjected to a roll-call vote and passed 198-87. a large margin under 
usual procedures, but if only eight had shifted their votes and one in favor had been ab- 
sent, the resolution would have failed under suspension of the rule^i. 

Significance of both resolution and bill are clouded with doubt. The bill may not move 
in the Senate this late in the session. As to the clear-channel resolution, there is some ques- 
tion about what weight the FCC will give it. 

Talk about the old Senate Commerce Committee resolution against higher power is predi- 
cated on the false assumption that the FCC has still been observing it after all these years. 
Fact is, the current FCC is not as niueh disposeil to bow to sueh resolutions as prede- 
cessor eommissions were. 

And the FCC several times in recent years has considered higher power without regard 
to the ancient resolution. 

It is considered rather sure that the Com/nission will hold off on assignment of new 
stations on the clear channels for a year, but it is considered quite doubtful that any 
present clear channel station will be permitted to go above SO kw in the near future. 
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A report that seeniecl to take hold on Madison Avenue last week was that the 
impending import by the Curtis Publishing Co. of Joe Culligan as president sug- 
gested CPC may be headed in the direetion of diversification into the broadcast 
field. 

That would make it unanimous for the kingpins in the magazine field. To tick ofE tlie 
others: Time-Life, Cowles, Crowell-CoUier, Meredith, MaeFadden-Bartell, Hearst. 



Reports have it that Leonard Tareher will be part of the paekage when Les- 
toil decides on the New York agency for its §6-7 million account. 

Tareher is v.p. in charge of media at Sackel-Jackson, the Boston agency which now 
presides over Lestoil's advertising affairs. 

Where the slock market seems to have some cflTeci on tv is in the institutional 
areas. 

Network sellers say that corporate activity for the 1962-63 season in the direction of 
public service and informational commitments is being deferred until the market shows signs 
of a stable upswing. 

This type of programing has been often used, even though indirectly, to sell 
both the stockholder and the prospective investor on the company. 

There's an agency on Madison Avenue — it's in the $40-million bracket — that 
certainly can't expect to win popularity polls from among reps and tv stations. 

It's because of the perio<lic false alarm atmosphere it creates in connection with 
pitches to a client. 

Like calling on reps to query their stations on whether they'll subsidize the other 
half of a syndicated half-hour if one of the agency's clients buys 26 half-hours over 52 
weeks. 

The reps go into a tizzy with TWXs, wires and phone calls. They relay the response 
to the agency. Two weeks pass by and not a word from the agency. 

Less timid reps then get in touch with some one on the account. What they learn is 
this: the company's plans never entail long range spending of spot money. It only 
buys according to brand needs as they come up. 



Stations arenH the only ones in the air media selling community that have 
over the many years established quickly recognizable trademarks: reps also belong 
in that category. 

To cite examples of rep firms and their trademarks: 

Avcry-Knodel: an outline of the U.S., with soundwaves extending from it. 
Eastman: clasped hands. 

II-R: a cutout of five little figures, symbolic of the five original partners. 
Katz: a block and two attached pennants which form the letter **K." 
PGW: the pixyish-looking southern colonel with the big white mustache. 
Edw^ard Petry: three adjacent circles with the company inscribed across iheni. 
Panl W. Raymer: the hands of a clock with the company name on the periphery and 
the founding date (1932). 

TVAR: the letter? within a stvlistic box. 
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WRAP-UP 

[Continued jroni pn^c 7^V] 

Associations 

A bill now pending in the House to 
limit operation of community an- 
tenna tv systems in areas where they 
compete with tv stations is sure to 
get heavy support from the NAB. 

The association's tv board of di- 
rectors, led by William B. Quarton, 
WMT-TV, Cedar Rapids, recom- 
mended efforts be intensified to win 
Congressional approval of regulation 
legislation. Grounds are that in 
some areas audiences are deprived 
of local tv service, a detriment to 
the public interest. 

The bill was first introduced at 
the request of the FCC. 

Twelve broadcasters have been 
named to the 1962-63 Freedom of 
Information Committee of the NAB. 

Frank P. Fogarty, Meredith Broad- 
casting executive vice president, was 
reappointed to another term as com- 
mittee chairman. Named to serve 
with him were: 

Grover C. Cobb, KVBG, Great Bend; 
John W. Guider, WMTW (FM & TV), 
Poland Spring, Me.; James C. Hager- 
ty, ABC; Jack Harris, KPRC (AM & 
TV), Houston; William R. McAndrew, 
NBC; Stephen J. McCormick, MBS; 
Weston C. Pullen, Jr., Time; Richard 
S, Salant, CBS News; J, W. Woodruff, 



Jr., WRBL TV & AM), Columbus; 
Ann M. Corrick, Westinghouse Broad- 
casting; Robert H. Fleming, ABC 
Washington. 

Howard H. Bell, NAB vice presi- 
dent for industry affairs, serves as 
staff executive for the committee. 

The NAB Radio Board of Directors 
has approved a proposal to help 
further radio's public prestige. 

The idea is to keep active the 
theme of last May's National Ra- 
dio Month— "Radio, the Sound Citi- 
zen" through the use of a special 
sound effects promotional disc which 
will be aired by NAB member radio 
stations. 

The proposal was part of a multi- 
point prestige building program out- 
lined to the Board by Hugh 0. Pot- 
ter, WOMI, Owensboro, Ky., chair- 
man of the NAB Radio Public Re- 
lations Committee, 

PEOPLE ON THE MOVE: Howard 
Caldwell, president of Caldwell, Lar- 
kin & Sidener — Van Riper, Indian- 
apolis, to president of the National 
Advertising Agency Network . . . 
Richard C. Lynch president of the 
Richard C. Lynch Advertising Co. of 
St, Louis to the Board of Governors 
of Transamerica Advertising Agency 
Network . . . Willard Schroeder, pres- 
ident and general manager of WOOD, 
Grand Rapids, to chairman of the 



Radio Board of Directors of the NAB. 
Ben Strouse, president and general 
manager of WWDC, Washinf^ton, 
D. C. was elected vice chairman of 
the Radio Board . . . Clair R. Mc- 
Collough, president and general man- 
ager of the Steinman stations was 
reelected chairman of the Board of 
Directors of the NAB . . . Ward L. 
Quaal, executive vice president and 
general manager of WGN, Chicago 
and president of WGN, Inc. and 
president of KDAL, Inc., Duluth- 
Superior, has been elected presi- 
dent of the Broadcast Pioneers, suc- 
ceeding Gordon Gray, general man- 
ager of WKTV, Utica. 

Tv Stations 

Advertisers in four different product 
classifications — building materials, 
horticulture, radio-tv sets and sport- 
ing goods and toys — more than 
doubled their use of network tv in 
the first quarter of 1962. 

According to TvB. gross time bill- 
ings for building materials were $1,- 
011,805, up 143.3% over the like quar- 
ter a year ago. Horticulture billings 
rose 767.3% to $103,693; radio-tv sets, 
phonograph showed billings of $1,- 
343,377 against $565,094, a 137.7% 
rise, while sporting goods and toys 
rose 105.1?/o to $1,877,480. 

PEOPLE ON THE MOVE: Lawrence 
H. M. Vineburgh to director of com- 




surgery in a snowstorm? 




If picture (juah'ty isn't too important, 
N'icwors could watch another station 
in this market, but most people prefer 
to stick with us. Metro share in prime 
time is 907, and homes dehxered top 
aiiv other station shariu'^ the other 10^. 
{ARB, March. 19G2) Your 
bitr huv for North Florida, 
South Ceoriria. and South 
east Alabama is 
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mercial marketing in the New York 
area for C-E-l-R . . . Sprague Vonier 
to sales manager at WTMJ-TV, Mil- 
waukee . . . David Shefrin to direc- 
tor of news at WABC-TV, New York 
. . . William C. Duffy to controller of 
Capital Cities Broadcasting . . . Jack 
Gilbert, station manager of KHOL-TV 
and K H P L-T V, Kearney-Holdrege, 
Neb., to manager of his own station, 
KEYR, Scottsbluff, Neb. 

Radio Stations 

Eight stations in the San Francisco 
area have completed their 1962 tape 
recorded sales presentation, to pro- 
mote radio as the selling force in the 
San Francisco Bay Area, 

Called 'The 3R's of Bay Area Ra- 
dio — Repeat, Remember, React," its 
the third successive year the sta- 
tions have combined their efforts in 
this way. 

The quarter-hour tape uses all of 
the aural techniques of radio to tell 
the medium's story. Portions of out- 
standing commercials are used to 
highlight radio's ability to evoke im- 
ages and the tape compares radio's 
coverage and costs with newspapers 
and television. 

Ideas at work: 

• Radio went to the movies in line 
with a schedule run by United Artists 
on WABC, New York to announce its 
new policy of showing first-run mov- 



ies at 13 selected movie houses 
throughout the New York area simul- 
taneously. The first five people en- 
tering each of three cooperating 
houses immediately following the 
broadcast announcements (ticket 
sellers had radios in the box office) 
were admitted free. 

• Baseball got a new twist when 
KDKA. Pittsburgh held its Big K Tiny 
Twist contest for some 200 young- 
sters prior to a Pirates-Mets game 
at Forbes Field. 

• Looking for a different type of 
promotion to announce its opening, 
a Chevron Gas station in the area of 
WHEB, Portsmouth, N. H. got in 
touch with the station. A contest 
was run between the WHEB execu- 
tives and the station's announcers 
to see who could pump more gas 
on the day of the opening. Contest 
was promoted over the air for two 
weeks prior to the opening. 

• WHN, New York is running a 
series of monthly documentary vi- 
gnettes called "Documentary 10-50" 
utilizing on-the-scene reports on 
such things as racial discrimination 
and housing problems. 

• To celebrate its 40th birthday, 
WNAC, Boston will award a special 
birthday cake to anyone celebrating 
his 40th birthday during the month 
of July. 

PEOPLE ON THE MOVE: Patrick 
Crafton to manager of KGW, Port- 
land, succeeding Jackson Fleming 



who has resigned . . . Jack Ryan and 
Kent Jones to account executives at 
WTEN, Albany . . . William Holm, 
general manager and Roy Kurkowski, 
sales manager have resigned from 
WLPO, La Sa!!e, ill. to establish a 
commercial photocopy shop . . . 
Gerald A. Spinn to operations direc- 
tor of KQV, Pittsburgh . . . Calvin P. 
Copsey to account executive at 
KNBC, San Francisco . . . Byron K. 
Adams to director of sales for bank- 
ing and finance at WPAT, New York 
. . . Douglas Brickford Rider to direc- 
tor of news and programs for WRVA, 
Richmond, succeeding Jack B. Clem- 
ents who moves to production man- 
ager for WCAU, Philadelphia . . . 
W. C *'Bud" Blanchette to general 
manager of KFBB (AM & TV), Great 
Falls . . . Jack Palvino to promotion 
manager of WBBF, Rochester . . . 
Jack Burke to general sales manager 
of WBBM, Chicago. 

Kudos: Jules Dundes, CBS Radio 
vice president and KCBS general 
manager, was reelected to the board 
of directors of the United Cerebral 
Palsy Assn. of San Francisco . . . 
Ben Strouse, president of WWDC, 
Washington, has been reelected 
chairman of the D.C.-Maryland re- 
gional board of the Anti-Defamation 
League of B'nai B'rith . . . John F. 
Box., Jr., managing director of W!L, 
St. Louis, was honored by the St. 
Louis "American" Newspapers with 
the Man of the Year award . . . 
KMOX, St. Louis, three-time winner 
of the Golden Bell of the Catholic 
Broadcasters Assn. as the nation's 
outstanding radio station, received 
two new honors from the CBA at the 
association's national convention . . . 
Edward Lockwood, chief engineer of 
WGBS, Miami, was honored by The 
Institute of Radio Engineers at a 
recent banquet for "effective con- 
tributions and energetic leadership" 
. . . Lee Fondren, manager of KLZ, 
Denver, got the AFA's Silver Award 
for outstanding service to advertis- 
ing in 1962. 

Networks 



NBC International (NBI) has insti- 
tuted a sort of "Marshall Plan" in 



MOST POPULAR SERIES OF MOVIES IN HOLLYWOOD HISTORY... 

the Bomry Boys 

AND NOW, THEY'RE BRAND NEW FOR TV, 




ALLIED ARTISTS TELEVISION CORP., 165 WEST 46th ST., N. Y. C. 46, N. Y.. PLAZA 7-8630 
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the field of public affairs tv pro- 
graming. 

The NBC international division is 
offering, free to overseas nations on 
the threshold of television* film 
prints of NBC TV shows such as 
"White Paper." "Project 20" produc- 
tions, "The World of . . series and 
Huntley-Brinkley specials. 

The two-year project has been 
designated "Operation: Documen- 
taries" and applies to nations where 
tv is now in the planning stages and 
where the initiating of programing 
poses economic problems. 

Countries involved include Kenya, 
Sierra Leone, Jamaica, Aden, Tan- 
ganyika, Gibraltar, and Uganda. 

Only actual mailing or print costs 
will be charged by NBI for the pro- 
grams. 

Representatives 

Harrington, Righter & Parsons is the 
latest rep firm to go in for branch 
and personnel expansion. 

In recent weeks PGW expanded its 
Chicago office, Petry expanded its tv 
department and ABC National Sta- 
tion Sales opened an office in St. 
Louis. 

Now HR&P has moved to St. Louis, 
with offices at 915 Olive St. under 
the helm of Richard M. Gardner, 
formerly on the HR&P staff in Chi- 
cago. 

There's a progress report from Ad- 
vertising Time Sales after its first 
year of operation. 

ATS has added nine tv and five 
radio stations to the station list it 
acquired when it bought out the 
broadcast interests of The Branham 
Company. 

Billings for original charter sta- 
tions jumped some 11%, says ATS, 
since the takeover. 

Forecast: ATS expects an overall 
billing boost of 40% in the second 
year of operation. 



Rep appointments: WCAW, Charles- 
ton, W. Va. to Ohio Stations Repre- 
sentatives for sales in Pittsburgh 
. . . WTEL, Philadelphia to National 



Time Sales . . . WCIV-TV, the new 
third tv station in Charleston which 
goes on the air this fall to Advertis- 
ing Time Sales . . . WPTR, Albany- 
Troy-Schenectady reappointed Rob- 
ert E. Eastman . . . WCCA-TV, Colum- 
bia, S. C. and WCCB-TV, Montgom- 
ery, Ala. to Advertising Time Sales 
. . . WICE, Providence-Pawtucket to 
Robert E. Eastman . . . WICE, Provi- 
dence to Eckels & Company for New 
England sales . . . WHAV (AM & FM), 
Haverhill, Mass. to Eckels & Co. for 
New England sales. 

Station Transactions 



WAIT, Chicago has changed hands, 
to the tune of $1 million cash. 

Members of the purchasing group: 
Maurice Rosenfield, Chicago attor- 
ney and president of WFMF; his 
wife, Lois; Howard A. and Robert 
G. Weiss, whose family established 
Weiss Memorial Hospital; the Chi- 
cago law firm of Devoe Shadur 
Mikva & Plotkin. 



The purchase was made from the 
Miller family, owners of the station 
since 1954. 

WRIT, Milwaukee has been sold, 
subject to FCC approval, to The Air 
Trails Network. 

The outlet has been one of the 
Balaban stations, who's managing 
director is John Box, Jr. 

Air Trails, headed by Pat Williams, 
includes WING, Dayton, WKLO, 
Louisville, WCOL, Columbus. Wil- 
liams is also principal owner of 
WEZE, Boston. 

Connecticut-New York Broadcasters, 
operators of WICC (TV & AM) and 
WJZZ (FM) have purchased the as- 
sets of the Central Connecticut 
Broadcasting Company, operator of 
WHAY, New Britain-Hartford. 

Aldo DeDominicis, Central Con- 
necticut's president will become a 
substantial stockholder in the new 
stations and will be active in their 
combined operation. 

Surviving corporation will be Con- 



CENTER OF ATTRACTION! 



Oakland's classic Kaiser Center, home 
of Kaiser Industry's world-wide opera- 
tions, is symbolic of the economic growth 
of the Big-and-Booming Bay Area. 

This Market is important because it's 
the Nation's sixth: * 6th in Population; 
6th in Consumer Spendable Income; 6th 
in Total Retail Sales; 6th in Food Sales; 
6th in Drug Sales; 6th in General Mer- 
chandise Sales; 6th in Apparel Sales; 6th 
in Auto and Automotive Sales. 

KRON IS TV IN SF! Find out why-ask 
your Peters, Griffin, Woodward Colonel, or 

KRON-TV 

Channel 4 San Francisco 

'SROS, April, '62 
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necticut-New York Broadcasters with 
Kenneth M. Cooper as president; 
John E, Metts, vice president; De- 
Dominicis, treasurer and a director. 

Months of negotiations have ended 
with the sale of KAKC, Tulsa for ap- 
proximately $600,000. 

New owner is S. Carl Mark of 
Trenton, New Jersey. 

Seller is Lester Kamin and Associ- 
ates of Houston who presently own 
KXYZ, Houston and KBEA (AM & 
FM), Mission, Kansas. 

Blackburn brokered the deal. 

The sale of WALE, Fall River, Mass. 
to Milton E. Mitler for $245,000 was 
handled by Blackburn. 

Mitler formerly owner WADK, New- 
port and WYNG, Warwick, both 
Rhode Island, plans to manage the 
Fall River station. 

Sellers are George L. Sisson, Jr. 
and J. Roger Sisson who originally 
founded the station in 1948. The 
latter, who presently holds 20% own- 
ership in the station, will remain on 
with the new owner in an executive 
capacity. 

WKBN Broadcasting Corp. has ap- 
plied to the FCC for authority to 
more than double the power of 
WKBN-TV, Youngstown. 

Approval would give channel 27 



one million watts or roughly four 
times that of any other Youngstown 
station, 

PEOPLE ON THE MOVE: G. Bennett 
Larson has joined the media broker- 
age firm of Blackburn & Company as 
an associate. 

It seems that post-1950 films on tv 
are able to sustain high-rating levels 
in even when rerun only four-seven 
months following their original air- 
ings. 

Such was the finding of a special 
New York Arbitron study of the Seven 
Arts Warner Bros, films on WNBC- 
TV's "Movie Four" (Saturday, 11:15 
p.m.). Eight different features scored 
81% of their average first run rat- 
ings and 94% of their average first 
run shares-of-audience. 

Sales: Twentieth Century-Fox Tv's 
"Adventures in Paradise" to WFIL- 
TV, Philadelphia, WMAL-TV, Wash- 
ington, KGO-TV, San Francisco rais- 
ing the total to 34 markets. Twentieth 
also sold a block of post-48 films to 
WAPA-TV, San Juan and series to 
stations in Venezuela, Argentina, 
Peru and Uruguay . . . Seven Arts 
post-1950 Warner Bros, features to 



/ 
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a vast aj;n- 



This i> a fiilitiiue station aiul serves 
niltural area. Out-^tandin hical ac<-('|)tanrp make 
il a profilable operation. Ke<|uires a 29*^ down 
pa>ment. 



'llii'- |Mtv\erful daydiner, with a eon^i'-tent earn- 
iiif^s record, i^ heiii<i s-oltl lieraus-e of owner > 
liealtli |>rol)leni'>. SoO.OtJO down and a rea-^oiiable 
|ia yout. 



NORTHWEST 

$150,000 



NEW YORK STATE 



$175,000 



]BLi^CKl!BXJI^]%^ & Company^ Inc. 

RADIO • TV • NEWSPAPER BROKERS 
NEGOTIATIONS • FINANCING • APPRAISALS 



WASHINGTON, D. C CHtCAOO 



}amcs W. Blackburn 
lack V. Harvey 
joscph M. Sitrick 
Ccrard F. Hurley 
RCA Building 
FEdcral 3-9270 



H. W. Cassill 
William B. Ryan 
Hub }ackson 
333 N. Michigan Ave. 
Chicago, Illinois 
Financial 6-6460 



ATLANTA 

Clifford B. Marshall 
Stanley Whitaker 
Robert M. Baird 
}ohn C. Williams 
1102 Healey BIdg. 
lAckson 5-1576 



BBVBRtr HtUS 

Colin M, Selph 
Bennett Larson 
Calif. Bank BIdg. 
9441 Wilshire Blvd. 
Beverly Hills, Calif. 
CRestview 4-2770 



10 more stations, raising the totals 
to 126 markets for volume one, 99 
for volume two and 66 for volume 
three. In addition, SA's 13 one-hour 
tv concert specials sold to KSHO-TV, 
Las Vegas and WHA-TV, Madison, 
bringing the total number of sales 
for this series to 17 . . . Ziv-UA*s 
"The Story of — ** to several spon- 
sors raising the market total to 63, 

Public Service 

CBS owned stations in California 
have extended a "great debate** invi- 
tation to gubernatorial candidates 
Richard M. Nixon and Edmund G. 
Brown. 

Stations involved are KNX and 
KNXT, Los Angeles and KCBS, San 
Francisco. 

The proposed hour-long show 
would be made available to Califor- 
nia affiliates of the CBS Radio Pa- 
cific Network and the CBS TV Pacific 
Network and any other stations in 
the state that desire to carry the 
special program. 

The City of New York has given its 
support to WMCA in the station*s 
effort to obtain Federal Court review 
of the apportionment of the State 
Legislature. 

The city has submitted a request 
for a hearing similar to the one filed 
by the independent station on 21 
June. The hope is to obtain the hear- 
ing before the state elections. 

Public Service in Action: 

• WCOP. Boston has completed 
arrangements for a series of exclu- 
sive interviews with all major candi- 
dates for public office in the state. 
Kickoff interviews will be with Sen- 
ate hopefuls Kennedy, Lodge and 
Hughes. 

• With a hot Democratic primary 
scheduled for Georgia on 12 Septem- 
ber, WMAZ (AM & TV), Macon have 
set up plans to stage a giant, old- 
fashioned political rally on 18 August 
complete with a barbecue dinner. 
Over 40 candidates for state and 
local offices have been invited to 
the six-hour rally. ^ 
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AUDIENCE PROMOTION 

[ConliniiCil from jxt^c 51 ) 

camii)t cut llic^i* credit <*rii\\ U 
lh«n are an iinportaiil part *tf \ I 
network program prttiiu»ti(Hi. 

'J his saiiK* tlepartnieiil w ill aNo 
bring 20 slar> iiilo Xcw \*nk for 
four (la)s of a w liirlw iiul n{ personal 
ai>pearanee> on 10 <li(Terenl M>(] (la\ 
and iiiglilliine network l\ prttgranis. 
plus press iut(M\ie\\s. i)ius lapinir 
>e'*sions fi)r NBC KadittV Monilot 
program. Kacli of these >tars will hit 
New York 10 daxs ht^fore his pro- 
gram i)remi«*res and uia\ al>o he 
nio\e(l into oilier eiti*'s if tlu'li pro- 
duetiou schedules permit. 

T\u^ kcv to this gimmick i^ that 
four days iu Xew \ ork, with a mnlli- 
lu(l(* of exposure on day and night 
network weekend netwtirk radio, 
phis press inter\i<*ws, deli\ers maxi- 
mum exposure for wire ser\ices. 
magazines, and tv editors and kecp^ 
the star out of prodmilon for a mini- 
nmm time of one week. 

And to show lhes(* 20 star> at their 
best l)a\ id Tebel. \ .p. for talent, hired 
Art Liuklelter to ni.c. Toni*^lit show 
for two weeks connUfMKMug 10 Sep- 
tendxM'. During these two weeks the 
stars will he on the \(*w York ni<n*- 
r) -go-round. 

Promotional services also runs a 
station promotion managers competi- 
tion that picks 20 winners among its 
aflTiilales for doing the hest j*th of 
exploiting, j^romoting. advertising 
and publicizing netw*>rk program>. 
Since the top ten ad ag(Micies pick the 
winners, and since tlie lop w inners 
gel a week in Hollywood and Las 
Vegas, all expenses paid, tbe station- 
men really go all out. 

The final arrow for the NBC bow* 
is its j)ublicity deparlment. This year 
it is sending se\ en of its stall into the 
top 30 markets wiili a "Pers*>nally 
Yours Attache Case" loaded w ith 
stories and pictures on the new fall 
schedule. I*lach tv editor and station 
promotion man gels a case, with bis 
initials on it, plus a briefing on wliat 
is upcoming. 

At CliS. where the cmpba.^is \> on 
the public image, there is a minimum 
of hoopla. Their prcs-s operation has 
men tra\eling the year round, k(jep- 
ing in contact with the aflTdiale pro- 
motion and publicity men, and \ isit- 
irm the l\* editors. And. during the 
summer, other stallers join the cir- 
cuit talking-up tbe fall schedule. 
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>pr( t h oi an\ t)f sub^t tpiciU speeches rwv writ* on [In* indu-tr\ 
here. It (h'^crilxvl main CiMnnuMcial tel»'\ i^ion ^how a^ "< lu-apU 
sensational, sordid. unsa\(3i\, \apid and pufiih*." It (lall\ a( * n^rd 
eonnnercial l*'le\ i>inn in Kngland of fiuciiig ibr 1 tl U ! t<> low ci il^ 
i)W n standards. 

It at leas! implied criliciMU of I In- kin* I of profits a [id 1 1 (incn- 
<lt)Us|\ -.ncci'ssful connin'rical tel(*\ isii)n into rots run b\ lln* buh*- 
peuilenl Telexislon Autliorily w<*ii' garnering. The n poil c^ilmalcd 
that commercial tch*vi>ion'> gr<)>s income in 1 0(d i an ch)^f to 
S lJU) million and a >tr*)ngl\ ad\ ant'Cfl gne>^ w as that conimcrcial 
lele\ Isii)!!*^ own profit aft<-r la\e> '\\\ VXA ran clox* to ^10 niilli(tii. 

I h(^ report rcconnnen<led that tin* I ndepend*'nl Telc\ i-ion \n 
ihoritx take o\«'r full responsibility for planning shows and scMing 
lime. 

1 he I ndep«Mnlen[ Telc\ ision \ulhnrit\ had hvr\\ ln)ping that it 
might secure approval for a second channel, but the l*ilkingtnn r(*- 
port urged again>l this and in fa\or of giving [be HIK! aulhorit\ lo 
start a >i'c*)nd national [cle\ ision >ei\ice. It nt>l *)idy didn't gi\c the 
eonnnercial telex ision interests ilie second ( hannci thc\ were s^-^king. 
but it reci)mni(Mided that nt^w and stronger {^nitrol o\iM tin* <'tnnmcr- 
cial teh'\ ision operati*>us h<* j)lac(Ml in tlu^ hands of a g(t\ermnenl 
appoint(*(l person or grouj) on tin* highest operating h*\el. 

The report took the position that no eonnnercial radio at all slmuld 
be perniilt(Ml t*> operate in Kngland and that thi' liBl^'s prexMit 
monopoK in vadit^ .should be eonlinued. 

Sir llarrx s group also urged that pay telex i^ion should b*^ kept 
out of Kngland (Mitirelv. It did recommend that color tv should be 
introduced and devt^loped (piickly on a 62S-line definition s\slem. 

Hroa<lca>t pr<»l>loiiis difr<'r 

American broadcasters, with all of their j)robl(Mns. ccrtainb' (h)n'l 
ha\e the j^roblcms of the commercial groups in British broadcast- 
ing, but then e\er\ thing is relalixe. and in these trying times gels to 
be nu>re so every day. Bussia, for example. i> cim^iderably ntughcr 
on businessmen than anvthiim an \merican or Knfrlish executi\e 
can possibly en\ ision. 

The Uexlon r>ros. in all tbe dinicullics thcv nun ha\e cncounl(*r(Ml 
in building their Ke\ Ion empire .surclx nc\er (Mieouuter<*(l an) thing 
like a lipstick manufacturer named Nikolai Koll\ar in .M*>scow last 
March. According to the So\ iet newspapers Kitllyar had >i^{ up a 
private lipstick factory in the cellar of bi> bouse in Ostankino. lie 
had a deal going with the director, tin* chief engineer, auil two hook- 
keepers in a go\ernnient cosmetics jtlant in Riga. 

The go\ ermncnt investigators f(»un<l that lln^sc emplo\ ecs had 
their own automobiles, \ illas at the beach in Higa. and blew large 
([uantities of ruble? in Riga cafes, Koilyar himself was no pla\boy, 
but was found lo he pulling his money into gold, diamt^mls. siKer 
and goxcrnmcnl bonds, all of which be stashed away in bis bom(\ 

Ko.slxar w'a^ accu^e(l and convicted of "theft of goxernmeiU ywuyt- 
erl\. ' The penalty was death. 

W'c ma\ ha\ e our problems w ith tin* I* CC. the 1 TC and other 
2o\ernment agencies, and the Briti>h connneri(\d broa(lcast(»r ma\ 
find himself put down b\ Sir llari\ Pilkington. hut al least we don't 
ha\e li) fret about a firing squad. 
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William J. Hendricks i> reluming to 
WXYZ-TV, Detroit in the |><>^t of general 
sales manager. Since July of 1961 Hen- 
dricks has hoen the manager of the Detroit 
ofTice of ABC TV National Station Sales. 
I'rior he had heeu \k\ th WXYZ for 16 
\ears. He htarted in 1013 as director of 
adverlising and sale? promoliou and in 
]9 h*i IxTame an account execulive in ihe 
sales; department, a ])o^ition he h<^hl until he joined the slation 
^alcs di\ision last year. 




Edward T, Parrack hai^ I)ecii elected pres- 
ident of Ketrhum, MacLeod & Grove, .suc- 
ceeding George Kelchuni, who was elected 
chaiinian of th(* hoard and continu(^s a* 
clii(*f executive offirer. Parrack has heeii 
executi\e vice president of the agency, 
Parrack joinecl KiNl&G in PJ36, following 
his graduation from the University of Pitis* 
hurgh. He hecanie a.ssisiant t(> Keteluun in 
1910 and was named a vice pres^ident in September, 
eculive \ic<^ president in ]Ma\. 193.S. 




1950. and ex- 



Harold Whcclahan Inis Ixumi named 
nuinager of WDSU (AM KM I in New 
Oi'leans. Wheelalian, formerly commercial 
manager of WDSU, is a veteran of 15 years 
iti the radio hroadca^ting field, lie first 
joined WDSU in 1951. Aiuiounee^l by ex- 
ecutive vice ]>resident of the Ho\al Sireel 
Corp. A. L*>uis Head. WlicelahanV appoint- 
ment is pnrt of a general execnti\e realign- 
nienl \\luch includes ihe pronnftion of J<din S<tc<^ii from manager 
of the slalion lo an c\(M'uli\ e pos-t with ihe parent coinpain . 




W. C. "Bud" Blanchcttc has taken over 
as general inanagci o f KFPH I \M .V TV I. 
GhmI I dls. liUinehclte hegan hroad- 
( ast eart-cr in I9.H6 as an annonneer for 
KG\'(), Missouhi. He Uiler joiiK^l Kl'lA. 
Sail L<ik(* (^ily as radio announcer, vctnrn- 
\\\)L in 10 U) t(t k(/\'() as ]>rogram diiector 
atid a--^isU-inl manager. P>Ianeh(*tt(" ser\C(l 
as cxcrnlive seerctar\ to (/o\(Miior John W . 
Hoimer from 19 lo t«» 1052. lie joined KKHH as as^isla^l manager 
in 105.^ and suhse<pienHv scr\cd in Hie other exeeiili\e capacities. 




Uiuler du^ guidance of Lou Dorfs- 
nian, a<lv<*rtising and promotion di- 
r<H*tor. the promotion nhjeetive is 
iwofold. 

'Ihe primary ohj<Mtive is to huikl 
audience ft>r spoii>or(Ml programs and 
to gain iunv viewers for e\er) pro- 
gram. The ^econ(lar^ target, and 
CHS alone defines it, is to win sup- 
port for tele\ision among opinion 
makers such as writers, performers, 
educators, business executives, and 
public officials. 

Cr>S appr(^ache^ the^e \"ia program 
promos with a saturation campaign 
so lieav\ as to make more than two 
billi4)n home impressions each week, 
and through the promotion depart- 
ments of its 201 affiliated stations. 

Ihe stations get, for each network 
program, a suj>erbly packaged and 
orgaiuzed kit that carries slides, 20- 
and 60-secoud trailers, glossy slide 
art, 40- and 160-line ad mats, repro 
proofs, photos, promo announce- 
ment Copy, press release matter, etc. 

In addition CBS is producing four 
halfdiour feature films — each budg- 
eted at SI 00.000 — for on and off air 
showiiiji b\ the affiliates. One of 
these will be about the new night- 
time schedule, another about the new 
sports ]>rograni^, a third about net- 
work news and public affairs, and a 
fourth will be about the new CBS 
research project. 

CHS will also be in print this sea- 
son with a SI 00.000 24-]:)age maga- 
zine snp]>lenient in Sunday editions 
of New York Times and Herald Trib- 
une ball} booing its new schedule, l o 
follow through. C1>S will distribute 
500.000 reprinis to its ojjinion mak- 
ei" mailing lists, to adverliser dislri- 
hntion chamiels. and lo affiliate sta- 
tions f<n- dieir local use. 

What ABC will do is still being 
hatched b\ Don Foley, who took over 
as ad^•(M•ti^ing promotion director 
on 1 Jnn<*; hu( since he came from 
\BC il is probable thai ihe new ABC 
campaign will rt^^endile whal John 
Porter, for whom Vo\c\ work(*d. has 
>e{ for NBC. 

One thing is certain. U\c prime in- 
gredienl for coiileni]>orary lele\ ision 
promotion is ihe trailer, on film, lape 
or Ii\e. in 60-. 20- or 8-:?econd 
slri]>s. and lh(* day of the. sket(dipad 
and et»nipr<*hensive ])r()of is gone, 
bona li\(* tin* \ie\\fiiider and the 
exira spol ai slalion hr(*ak time! ^ 
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Irani: ffill: lo buyers of 
(ifr rnnlia jarililies 




The seller's viewpoint 



To initiate an idea today is to create an opportunity tomorrow," says Clif- 
ford y, liarhorha, //'., vice president in chary^e of radio for Adant Yonng Inc. 
Formerly r.p. of Creative and Marketing Services division of J(dni Blair and 
Co., and ntore recently president of Better Broadcast Ihtrcan. Harhorka is 
noted as one of the indnstry\< most creative time salesmen, and a specialist 
in the use of sound to sell sound, lie is an arch advocate of ^'demonstrating 
that radio is an exciting, creative medium that can solve marketing prohleuts.'^ 




The salesman's opportunity to create 



reativity . . .'" 1lie wortl iuis been used, misused, 
and abused. Aeeoi tiing to Webster, tiie word is a deriva- 
ti\'e of tiie word "create," meaning "to eause to come into 
existence; make, orif^inate; to cause, prodirce; iirinfr 
about." It can also i)e spelled "u-o-r-k." 

Creativity is composed of individual ideas. Ideas £ire 
needed to stimulate and trigger sales tlirnking, but first 
they must be concei\ed and produced and then com- 
municated to tlie right })eople and finalK* be made to work. 
A good fornmla for snccessful media selling might be: 

LMAGINATIOX + KFFORT + DESIRE TO SUC- 
CEED + CONFIDENCE + WILLIXGXESS TO INVEST 
IN NEW IDEAS = TKOFITS. 

But any treatise on radio must unfortunately return to 
the basic question: why has national spot radio come to 
take a back seat to other media? To date \s"e ha\e berated 
the agency, the client, the media buyer, the rating ser\ice. 
the station manager. Let's complete the circle and in- 
clude the media salesman. 

His research-heav\ sales pitches ha\c made bini a sla\e 
to an IBM machine. II i> great cost-per-1,000 story ha? 
come back to haunt him in the competiti\e media arena 
and has turned his rate card into a flnid, >elf-adjustable 
series of inrmbers. The jargon he invented to ?ell against 
his competitor is a stigma that a no\cl on the subject 
conld not erase. 

Are we soon to lia\e, along with the automatic \\a>her 
and dryer, an automatic salesman? Will be walk into an 
agency, put his statistics into an eleetronfc computer and 
within a few minutes ba\"e a "\es \ou ba\e the order"' or 
a *'no vou do not ha\e the order"' card in his hand? Tn- 
less his takes- a clo>e look at the meanrug of the word 
'Vreate''^ — -(to cause to come into existence) In* conld e\ en 
be replaced by a reliable messenger ser\ ice. 

Then how do you make a creative sale? Vou do not 
lake ''no'' for an answer, but you take "'know" for an 
answer. Voir take off the rose-colored glas>es that make 



the 490^^^ increase in spot radio billings from 1940 to 
I960 n success stor}, and yon anabz(* the why'.> of local 
radio billings that are double the ^pot radio billings in 
sprte of the fact that in many ca^es the rates are lower. 

It is a foregone conclusion that a salesman knows his 
product tboroughh' but to be an ad\erti?ing counselor he 
must ku(»w how to apply his product to the client^ needs. 

One of the most basic rules of salesmanship is too fre- 
(|ueutly broken, ''be interested in the other guy and talk 
about his interest/' and in this case \on can re>t as.^ured 
it is his business. 

Each day the national radio salesman i> in contact with 
local radio station operators, lie know> what and why 
accounts have successfully used medium, lie is con- 
stantly aware (»f connnercials, programs, etc., that >ell at 
the local level, but all too frcnpiently this information is 
not communicated to the ad\ertiser. This then lea\es the 
advertiser to rel\ only on the mountains of statistics that 
are fodder for the IBM machine. The fact that radio is 
seldom given creati\e consideration at the plans board 
meeting is evidence that the selling of radio has not been 
the stdling of statistics and so belongs in the research and 
media departments of agencies. 

In a recent sur\ey among advertising managt^r^ of ma- 
jor companies they were asked why they did not use ra- 
dio, and some of the answers were. ''Our local men don't 
know how to u-^e it'' . . . *T really don't know enough 
about radio" . . . and 'M ha\cn"t seen a radio salesman in 
a hmg time.'' This is the ereati\e >ale?man*s opportunity 
to ''cause to come into existence"' or "create."' 1 be stature 
of an industry is determined only by the statun* of the 
men in it. The creati\e consideration of radio starts not 
with the hu\er but with the seller. 

To be given an order i^ a luxur\. Gettin^i an order be- 
cause uion(»y has been allocated to the nuHliuni i^ a con- 
venience: and. creati\ elv -ellinfr the radio stor\' r> a 
necessity. ^ 
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Needed: more dreamers 

The olluM' (lay we got a letter from Ctiiii|)l)ell-Mitluiii in 
MiniieaiK)lis a>kinfz; for information on urli(*le^, speeehc'^:, 
statements, predictions, and prononnt^enienls h\ indii-try 
l(\idevs on the siihject "Tlu^ future of Tv."' 

Darned if we weren't -tumped by the a*;eney retpiesl! 

OlThaiuK you niit;ht think that, in such a lot|uaeious iiidii>- 
try a? ours, dozens of fav-seein<^ ^uys inn^t have Issned vol- 
nminou^ er>Mal hall proplu^sies. 

The fael i>, exee])l in two >pe(*ifie area^. \\c have had ver\' 
few i\ostra(lamn>e>. 

The fust area — llie ."-eientifK* and ItM^hnleal- — has produetul 
a \\eallh of predictions on siu^h items as satellite tv. l\dstar. 



\\aii->ize leeeivers. and oUier *;oo(lies. 

The s(M*oud — color tv — has had a nuinher of exulxnant 
prophets. l)iil when yon look for professional predictions 
ahonl such overwhelmingly important snhjecls as program- 
ing. advtMtising sales, eouunereial celling techniques, yon 
find very slim picking?. 

W^iat's the inatt(n'? Haven't we enough (lr(^imers? 
Serionslv, we think there's a tremendous need for educated 
plotting, planning, and prediction in these areas. Conetnn for 
tht* future is one mark of a truly vital, ])rogressive industry. 

Si>ovsOK would love to pi int articles hy (pialified industrv 
leathers on the future of the hroadeasl media. 

'Hiink it ov<M-. Send us your IkvI gues^es, along with tin* 
rt^asons you predict as you do. 

99% in Quebec City 

The hottol statistic unveiled l>v the new TvH of Canada 
in its first pres(Mitali(>u to an Ann^riean audience week hefore 
was the fact that 99% of the homes in (^)uehtv City now 

1ki\c tv st^ts. 

This staggering tidbit dramatizes the ti'em(Mulous gain^ 
which (Canadian tv has scored in r(V(Mit years. Five years 
ago, oidy 63*^^ of homes acros> the horder were tv-etpi ipped. 
T(»day tlu* [igin(* ior (Canada as a whoh* stands at IMV t with 
major citi(*s W(*ll ahove OCJ-. 

Here, surely, is a tr(Mnendons n(*w market for t\ adviutis- 
(Ms. And \V(*'rc d(dight<ul that (.anada has its own TvH to help 
*-pr(*ad tin* good \vord of n(*\v sah*s o])portMniti(*s. 



lO-SECOND SPOTS 

Politics: r>ill) Sol Estes is obviously 
a niiin o{ great imagination and if 
licd ever g(»Uen into the ad business, 
doubtl(*ss be would lia\e eoneei\ed 
>oinc uni(]ue campaigns. According 
lo Time magazine, be \\ cut to bis 
boiiietow n hank during I be Eisen- 
lioKer-Sle\ eii><)ii eanipaign and asked 
for a loan to l>u\ and train diousnnds 
of parakeets to i\\ owx cities ibrougb- 
(Hit the count r\ cbirping. *'I like 
Adlai," When ibe l)ank"s ofTiecrs ad- 
\ him diat bis plan w nsn I \ erv 
practical. E>tcs aeeuscd ibeni (»f being 
for Eisenbou ei" and stormed out of 
the bank in a rage. Bankers, \ ou 
know, don't ba\e unicb ima^rination. 

Marriage: \ sponsor editor recently 
f<»und in bis de>k drawer a dated 
publicit) release reporting a Garry 
Moore CI3S TV brainslorui session 
on ibe subject ''\\ bat wi\ es ean do 
l(» help ibeii' husbands li\ e longer," 
W'illard Pleulsncr. then with RHDO. 
Ece Bristol of Hi istol-^h ers. and Dan 
Gold>tciu of Schcnle\ Distillers were 
among tbo^e who suggested that 
wive^ do these things for ibeir hus- 
bantN: 

• Sneak a love note into his poekel 
in the morning. 

• Iircrease bis allowance as be gels 
oldei'. 

• W^ ile 'T Lo\ e Vou" on the mir- 
ror in lipstick. 

• Gi\ e him a pupp\ . so he'll do 
more walking, gel out more. 

• E\ ery so often. gi\ e bini a slag 
parly at home. 

Burglary: Jerry Lewis, who just had 
Sl^>*o.O(in in jewels slolen from bis 
suih\ joins Da\ id Merrick as a guest 
(ni CHS TV's Talent Scouts program, 
Tucsdav 10 July. Ee^\i^ told Merrick. 
*'Tbe onl) ring lbo\' left was in ibe 
batliUib.*' 

Travel: On bis Who Do Yon Trust 
>bow on ADC T\ . Jo]uiu\ Carson 
advised those planning a transoeeanie 
boat trip ibis sunnuer. *M)o not lo\v- 
cr soiled lauiulr) through the port 
bole, please ... If you're a stow^- 
awa} . no wild ])artie*^ ... If \ou in- 
sist upon being froli(^soine in the 
c\euing. shout *Xo time for pajamas 



we'ie sinking. 



sponsor • 9 ji LV 1962 



KDAL 

Duluth-Superior 



Plus 



NOW 63rd IN AVERAGE HOMES DELIVERED! 



*KDAL-TV now delivers Duluth-Superior plus coverage 

in three states and Canada— through a recently completed chain 
of fifteen new, licensed ''translator" stations! 

With this unique operation, KDAL's picture is clearly received by 
such distant communities as Fort William and 
^ort Arthur, Ont. (211 miles), Walker, Minn, (136 miles), 

International Falls, Minn, and Fort Frances, Ont. (168 miles), 
Bemidji, Minn. (155 miles) and White Pine, Mich. (110 miles). 

This very important plus ranks KDAL 63rd 
among CBS affiliates in average homes delivered! (ARB— Nov. 1961) 

So take a second look at the Duluth-Superior 
plus market. It's bigger than you think! And only KDAL — serving 
over 250,000 television homes- 
delivers it all! 



KDAL 



CBS RADIO/TELEVISION/3 
AN AFFILIATE OF WGN, INC. 

Represented by 
Edw. Retry 
& Co., 
Inc. 





Providence . . . most crowded television market in the country vv^here the 
buying habits of a particular mass audience total "test market". Here, the 
audience reach of WJAR-TV underscores the coverage dominance and 
sales penetration behind Your Fall Sales Safari. 




ARB TV Homes 



NBC • ABC - REPRESENTED BY EDWARD RETRY & CO., INC 
OUTLfT COMPANY STATIONS IN PROVIDENCE - WJAR-TV, FIRST TELE- 
VISION STATION IN RHODE ISLAND WJAR RADIO IN ITS 40th YEAR 



